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Can Downtown 


Be Saved? 


The answer to that billion dollar question 
is being sought in almost every city. In 
this first of three articles EM Week shows 
you what’s being done . . . and what must 
yet be done to win this battle 

see page 51 


Steel Strike or Not 
New Lines Appear 


And they contain some surprises . . . Hot- 
point fits an 18-cu.-ft. box into a 14-cu -ft. 
cabinet . . . Admiral, too, shows thinner 
insulation . . . G-E and Frigidaire unveil 
full appliance lines 


see pages 2, 3, 11, 19 and 
New Products beginning on page 55 


DORMEYER’S SECRET 


Getting More Volume 


From Fewer Accounts 


Eighteen months ago’ the firm had 1200 
distributors—and lots of marketing prob- 
lems. Now it has 144 distributors—and 
Dormeyer, its distributors and dealers are 
happier 

see page 6 


NEMA’s New Look: New Vigor 
In the Battle of the Fuels 


New consumer products group provides 
framework for counterattack on the gas 
industry’s promotional activities 

see page 15 


STRANGERS IN THE STORE 


Students, Family, Friends— 
All Sell at Christmas 


But most -of them won’t be selling appli- 
ances, EM Week’s round-up shows 


see page 4 
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Is There Steel Knough? 


Some manufacturers have steel, others have had to shut 
down for a time. The effects are squeezing distributors. 


It was over, but the effects of the steel 
strike which shut down the mills for 116 days 
will be felt in the appliance industry for 
months. 

That’s one of the conclusions of a nation- 
wide survey by Electrical Merchandising 
Week. 

From coast to coast, EM Week correspond- 
ent found that inventories held by distribu- 
tors were down; that few severe shortages 
were expected before Christmas; and that the 
real squeeze probably will occur in January. 

And in that month, when the Supreme 
Court injunction against the strike runs out, 
the $15 billion steel industry again may be- 
come idle. 

Manufacturers were generally optimistic, 
however. 

Partly, they were pleased that mills were 
reaching full production earlier than they had 
expected. Also, many manufacturers of appli- 
ances had seen the writing on the wall early 
and had bought adequate stocks of steel to 
tide them over. 

Still, the supply situation was spotty last 
week. Here are some comments from the big 
manufacturers: 

General Electric: As far as major appli- 
ances are concerned, some divisions continued 
to have material problems. At one point 3,000 
workers were laid off, about a third of the 
work force, but most will be back at work 
this week. “We can’t guarantee we’ll be able 
to sell the lady the pink left-handed refrig- 
erator she wants, but we will be able to sell 
her a refrigerator,” a spokesman said. 


Westinghouse: There will be a partial shut- 
down in Columbus this week. Because of 
Thanksgiving, then, normal production won’t 
resume until Nov. 30. About 500 workers will 
stay on furlough at Mansfield at least through 
November. Westinghouse has been taking re- 
frigerators straight off the line since August 
and operating on back orders of all majors 
since September. 

Admiral: “It’s pretty tight,” was the com- 
ment. The company was operating on a four- 
day week; about 1500 people affected. Unless 
there’s more steel, effects will last well into 
the first quarter of 1960, with the possibility 
of a shutdown in December. A major problem 
is the shutdown of U.S. copper mines, as well 
as the steel mills. 

Frigidaire: No layoffs, no interruption of 
production, and enough steel to continue nor- 
mal production into December. 

Hotpoint: “We are still combing the coun- 
try for steel,” said an official. Six-hundred 
came off furlough last week leaving 400 still 
out. Six thousand usually are employed. Last 
week Hotpoint was down in Milwaukee and 
the Chicago refrigerator plant. The laundry 
plant in Chicago went back into production 
last week while the range plant was running 
at about half-speed. 

Norge: Set until the end of the year, be- 
cause of stockpiling and investing $6.5 million 
in excess steel, beginning in November, 1958. 

Maytag: Continuing normal operations, but 
hasn’t been able to increase production to 
meet increased demand. 

Continued on page 85 


This is the first issue of ELECTRICAL MERCHANDISING as a weekly 


news magazine serving the appliance - radio - television - house- 


wares industries. 


Beginning today and every Mon- 
day thereafter, we will bring you the 
latest news developments, the latest 
information on new products and the 
latest statistics on the progress of the 
business. In addition, we will con- 
tinue to publish feature material on 
important industry problems, promo- 
tions and proven selling techniques. 

The change in our frequency was 
dictated by the faster tempo of the 
business—news has taken priority. 


But we don’t intend to waste your 
time with trivia. We will report only 
significant news and will try to in- 
terpret that news for clearer under- 
standing. It is a challenging new job 
of publishing, but we believe you will 
find each succeeding issue more and 
more rewarding. 

Your comments or criticism of this 
first issue of ELECTRICAL MER- 
CHANDISING WEEK would be 
deeply appreciated by the staff. 

LAURENCE WRAY 
Editor 





The answer: Hotpoint’s new 
“Space Age” 
with “thin wall” insulation 


refrigerators 


Today, in Las Vegas, Hotpoint 
finishes unveiling the 1960 refrig- 
eration line to distributor person- 
nel. Soon now, dealers will get their 
looks at the new line. 

What they’ll be most impressed 
with is an 18-cu.-ft. refrigerator- 
freezer that occupies a 25 by 32- 
inch floor space, and is in fact, ex- 
actly the size of last year’s 14-cu.- 
ft. high-end double-door box. For 
instant identification on dealer 
floors, Hotpoint’s refrigeration 
marketing men felt it necessary to 
fit the Space-Age 18 with a special 
gray front panel—that’s how close 
they match. There is also a match- 
ing freezer—the Space-Age 17. 

The new, thin-walled units 
match and beat performance stand- 
ards of the rest of the line, despite 
startlingly reduced wall thickness. 
Expanding interior dimensions by 
about two inches all around does 
amazing things for a refrigerator’s 
capacity 

The new unit is made possible 
by a Hotpoint-developed insulation 
called Wonderwall. It is a lamina- 
tion of saran, kraft paper, polyeth- 
ylene and fiber glass which in com- 
bination and assembled as Hotpoint 
assembles it is just a little over 100 
% more efficient than the industry 
standard—fiber-glass mat. This 
means the thickness can be: reduced 
to one inch. 

There is no doubt that Wonder- 
wall works. It is already in use 
in at least 100,000 Hotpoint refrig- 
erators and freezers, having been 
installed on the regular production 
lines in sample quantities over the 
past four years. The Space-Age 18 
and the Space-Age 17 are merely 
the first Hotpoint models to use 
Wonderwall exclusively. 

“We've been trying it out all 
over the machines,” says O. E. 
Wolf, general manager, refrigera- 
tion dept. “There are a lot of three- 
inch walls with this one-inch in- 
sulation in them. They work fine.” 

Wolf goes on to point out that 
this is a typical example of an en- 
gineering development turning into 
a marketing advantage. “We should 
be all alone with this size box and 
this space convenience for at least 
this market year,” says Wolf. He 
goes on to explain that Wonderwall 
is patentable only on a _ process 
basis, “if at all,” but that Hotpoint 
knows how to put it together and 
how to apply it, and they’re not 
talking about these details. 

Having been handed the Space- 
Age 18 ball, Hotpoint’s refrigera- 
tion marketing department leaned 
hard on the “Look for .That Hot- 
point Difference” tag-line and 
started in comparing the new box 
with every other unit on the mar- 
ket, including their own. The “18,” 
which is what they call it, comes 
up looking so good that the “Hot- 
point Difference” in this unit is the 
major promotional key for 1960. 
The Space-Age 18 and the Space- 
Age 17 get the four-color spec 
sheets and the special dealer bro- 
chure treatment. They also allow 


Looking for that Hotpoint Difference, 
this model finds it with the aid of a 
measuring tape—on the left is Won- 
derwall, Hotpoint’s new insulation 


On the production line, Hotpoint’s 
newest refrigerator gets compared 
with its on-the-outside twin. Left, the 
Space-Age 14, with conventional 


Hotpoint to invite the American 
public to “Space-Rate” their own 
refrigerators with the handy help 
of a dimension chart. 

Asked why this distinct improve- 
ment was not offered all across the 
line, the Hotpoint people say one 
word: “Tooling.” The costs of com- 
pletely re-working the interiors of 
a full line are just too much. So, 
Hotpoint picked what they think 
is a hole in the current refrigera- 
tion marketing picture to get all 
the advantage they could. 

“This is not the first, nor the 
only, really large-capacity box on 
the market,” Howard Scaife, re- 
frigeration marketing manager, 
points out, “but it is the first one 
that will fit the same space an or- 
dinary 12 does. And the trend is 
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Appliance Riddle: What’s Bigger 
On the Inside, Same on the Outside 








that measures just one inch in thick- 
ness; on the right is what amounts to 
an industry standard—three-inch fi- 
ber-glass mat. 


tates 


walls; right, the Space-Age 18 with 
Wonderwall. Demonstrating the differ- 
ence is M. F. Payne, manufacturing 
manager for Hotpoint refrigeration. 


to bigger capacities. The 18 offers 
11.5 cu. ft. of fresh-food space and 
6.6 feet of freezer space, which is 
big enough to make a combo-type 
pitch honest.” 

Hotpoint knows other firms have 
improved insulation in the works, 
and that some is being tested. 
They’re sure that they’ll have com- 
pany before long. But they’ll make 
a lot of sales hay, they think, be- 
fore the competition is in the run- 
ning. “This is a logical step,” Hot- 
pointers explain. “Something had 
to give—people wanted bigger ca- 
pacities, they’re becoming aware 
of the cost of floor space in their 
homes, and they have only X 
amount of square inches to play 
with. We think we came up with 
the first usable answer.” 





This Week’s Color TV 


MONDAY (AIl Times E.S.T.) 
6:30 A.M. (NBC) Continental 
Classroom (Modern Chemistry 
Course, Monday through Wed- 
nesday ) 
12:30 P.M. (NBC) It Could Be 


You (Monday through Friday) - 


10 P.M. (NBC) Steve Allen 


TUESDAY 
9 P.M. (NBC) Arthur Murray 
Party (Guests: Edie Adams, 
Cliff Arquette) 
9:30 P.M. (NBC) Ford Startime 
(Ethel Merman on Broadway; 
Guests: Tab Hunter, Fess Park- 
er, Tom Poston) 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is 
Right (Bill Cullen, Emcee) 
9 P.M. (NBC) Perry Como Show 
(Guests: Dave King, Lennon 
Sisters) 


THURSDAY 
9:30 P.M. (NBC) Tennessee 
Ernie Ford Show (Guest: Cathy 
Taylor) 


FRIDAY 
8:30 P.M. (NBC) Miracle on 
34th Street with Ed Wynn, 
Peter Lind Hayes, Mary Healy, 
Orson Bean 


SATURDAY 


10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
1:15 P.M. (NBC) Football (Ar- 
my vs. Navy) 

7:30 P.M. (NBC) Bonanza 


SUNDAY 
8 P.M. (NBC) Sunday Show- 
case (Best Records of the Year 
Awards) 
9 P.M. (NBC) Janet Blair Show 





It'll Come out in Wash 
At N.Y. Electric Show 


The brusque “hands off” sign will 
be missing next year when the first 
annual “Electra City, USA” show 
opens at the New York Coliseum. 

Expecting more than 150 compa- 
nies for the show, which will run 
Sept. 10-18, president Harold R. 
Meyer has placed only one “must” 
on exhibits—animation. He wants 
consumers to be able to push, pull, 
open and close every door, button 
and knob in the 85,000 square feet 
reserved for the show. (An addi- 
tional 75,000 square feet is on op- 
tion.) 

Consumer education will be tied 
in with the show’s slogan (“Try be- 
fore you buy”) and the emphasis 
will be on product, not price. 

“The consumer is buying units 
like crazy and popping fuses like 
mad,” explained Meyer. “We’re go- 
ing to have experts tell—and show 
—the public what it doesn’t know. 
And once and for all, the customer 
will be able to see what a product 
can do.” 

Along with lectures, literature, 
demonstrations and clinics, Meyer 
plans to let housewives bring in the 
family laundry, wash, dry and iron 
it on the Coliseum floor, use electric 
stoves and even crack ice. 

Run in conjunction with the 
“New York Daily News,” the show 
will be keyed to the local dealer to 
boost sales. Dealers will distribute 
free laundry medals, discount tick- 
ets and contest blanks. 
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NOVEMBER 23, 1959 


Mathes Gives Dealers ‘the Word’: 
Bankruptcy Rumors Just ‘Gossip’ 


The Mathes Co., after previewing 
its new 1960 line of air condition- 
ing units for distributors late in 
October, expects to wind up late 
this month its first series of region- 
al sales meetings. 

These meetings represent part of 
an overall new Mathes policy. Ob- 
jective of this division of the Glen 
Alden Corp: To rebuild distributor 
confidence and squelch rumors of 
possible bankruptcy or liquidation. 

Benjamin F. Ebersman, presi- 
dent, admitted to distributors at the 
preview meeting that “gossip” has 
had the company headed for extinc- 
tion. But, “while the rumor mills 
are still grinding,” Mathes has 
taken steps to make such talk 
“ridiculous.” 

While his sales force extolled the 
virtues of the new ’60 line of room, 
residential and commercial units— 
including such things as restyling, 
higher capacities and “competitive 
prices’—Ebersman told of other 
things Mathes has been and is do- 
ing to assure its future position. 

He pointed to such developments 
as: 

A “weeding out” of certain dis- 
tributors. Mathes, he indicated, is 
going now for the big distributor 
with wide coverage. Some fran- 
chises have been cancelled. In some 
cases, Ebersman said, these can- 
cellations have involved what he 
described as “unscrupulous”. dis- 
tributors. There was some hint, too, 
that the company may try to widen 
its sales program to other parts of 
the country besides the West, East 
and Southeast where it now oper- 
ates. : 
Mathes is enlarging its manufac- 
turing facilities. Its new $100,000 
plant near Burnett, Tex., will more 
than double its manufacturing 
space, and will also enable the 
company to consolidate its opera- 
tions. To be added is space for a 
parts department, which is expect- 
ed to speed up distributor service. 

A sales organization that’s now 
“welded together as an enthusias- 
tic group with new spirit.” Ebers- 
man admitted that “a year ago, we 
were a group of angry young men. 
We had problems. Now, we are 
working as a team and we know 
where we’re going.” 

As for the company’s future mer- 
chandising program, he and others 


described it as a “practical’’ sales 
approach. Customers ‘“won’t be 
forced to take more inventory than 
they need or can sell. We won’t 
load you down with inventory.” He 
said this isn’t a “restrictive sales 
policy,” but shows Mathes “wants 
you to stay with us and will help 
you in every way we can.” 

The company will continue a 
participating advertising program 
on its residential-commercial sales 
on a 75-25 basis; will make a 
freight allowance on shipments of 
20,000 lbs. or larger; and will ex- 
tend open-account billing in most 
cases. Some warehousing costs aid 
will be given in certain cases. 

Perhaps the biggest news for dis- 
tributors, aside from the company’s 
assurance of its future aims, was 
the announcement that Mathes in 
1960 will offer “price leaders” in 
home and residential units. These 
will be stripped-down versions of 
custom models. 

The variety of room units will be 
reduced from 23 to six. But the 
company assured that the six lines 
left will offer more flexibility for 
sellers. 

Robert B. Starnes, vice president 
and sales manager, reported Mathes 
enters 1960 with less carryover than 
any previous year. Distributors 
were told they could buy remain- 
ing 59 models on the basis of one 
for each two ’60 models offered. 





Long Will Leave EIA 
For Philco Post 


William F. Long, eight-year vet- 
eran manager of the marketing 
data department of Electronic .In- 
dustries Assn., has left to become 
director of planning of Philco’s 
Lansdale tube and transistor di- 
vision, replacing Adm. R. S. Man- 
delkorn. 

Long, whose efforts developed 
TV, radio and phonograph industry 
production and sales figures into 
the most detailed information in the 
consumer products field, will con- 
duct market research studies into 
both consumer and non-consumer 
applications of future tube and 
semi-conductor products. 

At press time, EIA was consider- 
ing four candidates to replace Long. 


Dealers Rush To Beat 
Dee. 1 Excise Deadline 


With only a week left before the 
new 10% federal excise tax on all 
room air conditioners goes into ef- 
fect, dealers are scrambling to beat 
the deadline. 

But the race to beat the Dec. 1 
tax date is being complicated by the 
steel strike and some confusion on 
interpretation. 

The new tax will apply to all room 
air conditioners (the present rules 
apply only to one hp or 10,000 Btu 
units) and to all refrigerators and 
refrigerator-freezers, which are now 
exempted beyond 14 cubic feet. 

Concerned about the definition 
of self-contained air-conditioning 
units, the Air-conditioning and Re- 
frigeration Institute is going to ask 
the internal revenue service for a 
new interpretation in the next two 
months. 

“There’s a gray area in this new 
ruling,” explained an ARI spokes- 
man, “affecting about 50,000 units.” 

The portion of the definition which 
bothers ARI reads: “Is designed for 
(1) the direct delivery of conditioned 
air, the unit being suitable for ef- 
fecting such delivery without use of 
ducts, and (II) for the removal of 
heat.” 

What worries some _ industry, 
sources is the interpretation of 
“suitable,” which, they feel, might 
be construed to mean eventual use 
of a product rather than the pur- 
pose for which it was designed. 
(Some manufacturers sell room air 
conditioners designed for use with 
ducts but know they will be used 
without ducts.) 

ARI already has suggested the 
wording: “Is designed for the free 
delivery without ducts of conditioned 
air and for the removal of heat.” 
Unitary air conditioners which come 
with ducts won’t be taxed. 

Meanwhile, the tax can be beaten 
if the manufacturer actually passes 
the title. (Companies shipping to 
factory branches cannot pass the 
title until the branch has actually 
sold the air conditioners to dealers.) 

“Dealers are receptive,” industry 
sources reported. “And they’re put- 
ting out the money. Dealers are de- 
veloping the feeling that they would 
rather own their own units and so 
they are buying.” 

Meantime, some industry observ- 
ers were speculating that the exist- 


ence of tax-free stocks might pos- 
sibly mean a cutting down in the 
number of take back deals offered 
next season. The reason: tax-free 
merchandise will be so attractive 
and so scarce that distributors will 
be able to offer it on pretty much 
a take it or leave it basis and will 
not have to sweeten the deal with 
take backs or concessions. 





More in RCA Pocket Radios 
Than Immediately Meets Eye 


There’s more new in RCA’s first 
two new shirt-pocket portable tran- 
sistor radios than meets the eye, it; 
appeared last week. The service. 
approach, for instance is new; the} 
battery is different and the speaker, 
RCA’s own, is new. 

The radios (1TP1 at $34.95 and 
1TP2 at $39.95) are truly shirt- 
pocket size in all dimensions, with 
six transistors and two diodes and 
two-inch speakers. They weigh nine 
ounces, and are powered by new 
4-volt mercury ceils rather than 
more common penlight, flashlight 
or 9-volt batteries. (RCA’s $34.95 
T-1EH uses the flashlight cell.) 
Prices are for the set only; all ac- 
cessories for the radio and the bat- 
‘tery are extra. 

The 50-hour battery is claimed to 
“give up to two-and-a-half times 
more life than many similar avail- 
able today,” will cost about $1.75 
at retail, compared with 80¢ to 
$1.35 of most others. 

Service on the sets will be han- 
dled by mail. The purchaser is in- 
formed by a card in the set’s card- 
board gift box that the unit is 
guaranteed—both parts and labor 
—for 90 days and should be mailed 
to Cambridge, Ohio, for service. The 
central factory service installation 
there will mail the set back, leaving 
the RCA Service Co. and the dis- 
tributor out of the act on this par- 
ticular set. Customer pays the mail 
in one direction; RCA pays postage 
in the other. 

The “hot speaker” is RCA’s own 
design—a two-inch center tape, 
permanent magnet type, which does 
not require a transformer in the 
circuit. 





No Ordinary Junket For Motorola’s Salesmen 


Bubbling with tales of foreign 
lands and new friends, 18 Motorola 
distributors and their wives were 
returning to their homes through- 
out the United States this week 
after a trip of more than a week in 
France, Germany and Italy. 

Winners of a sales promotion 
drive last summer, the salesmen 
took no ordinary prize junket. By 
special arrangement through Presi- 
dent Eisenhower, they visited Euro- 
pean businessmen and “sights” as, 
members of the _ three-year-old 
“people-to-people” program. The 
aim: to promote understanding of 
the U.S. abroad. In Paris they pre- 
sented French veterans a stereo set. 
They. saw castles in Germany and 
jvisited electronic companies in 
Rome. 


Members of Motorola group are briefed on what to expect 
abroad by State Department man in Washington. 


... and in Paris, they show a united front to their. hosts. 
More pictures of trip in Nov. 30 EM Week. 
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There’s a Stranger in the Store 


The reason: it’s Christmas and more dealers than ever before 
are hiring extra help, EM Week’s exclusive survey shows. Most 
part-timers will be used to sell “sideline” merchandise rather 


than appliances 


This Friday, still full of Thanks- 
giving dinner, an assorted cross-sec- 
tion of humanity starts flowing into 
appliance-TV stores across the na- 
tion. They come not to buy, but to 
sell. And when they sit down to 
Cristmas dinner four weeks later, 
most of them will not be among 
the employed in this industry. 

During that month they will rep- 
resent the largest number of tem- 
porary help ever employed by deal- 
ers in this business. But, behind this 
yea.’s big increase in holiday em- 
ployment is not the current boom 
in the appliance-TV-home goods 
business. The reason is the stepped- 
up diversification of dealers into 
sidelines and the further strength 
of the merchandising discounters. 
This is EM Week’s finding through 
staff interviews with more than 50 
key dealers. 

Large independent Cliff Swanson 
is hiring temporary help for his Stu- 
dio City, Calif., store next week for 
the first time—-because he has ad- 
ded a record shop there. In Seattle, 
Wash., Tom Carmichael is putting 
on extra personnel for December— 
to help in his new sporting goods 
department. When Bob Ashford 
added two seasonal employees to 
his staff in Scotland Neck, N.C., last 
Monday, he restricted their activity 
to selling toys, housewares and auto 
supplies. 

A pattern like this is developing 
across the nation. (1) Dealers are 
hiring more holiday help in pro- 
portion to their expansion into 
housewares, toys, wheel goods, lug- 
gage, records, soft goods. (2) With 
few exceptions. dealers with ap- 
pliances and TV only are not in- 
terested in temporary sales help. 

There are two reasons for this 
latter trend: (1) For years, many 
appliance-TV specialists have main- 


tained that they do not enjoy any 
sizeable December upswing in sales 
of big ticket items. (2) Specialty 
dealers prefer to get extra effort 
from their regulars: 

There are exceptions, however. 
But the specialty appliance dealer 
must make special preparations. In 
Miami, Fla., last week downtown 
appliance-TV dealer Kirby-Tuttle 
increased its sales staff by 10%. 
The temporaries will not be re- 
stricted in their selling. But—to be 
hired, these short-term salesmen 
must have sales experience although 
it need not be in the appliance-TV 
business. And—before going on the 
floor, the Kirby-Tuttle temporaries 
will get three days or more of train- 
ing from the permanent salesmen 
under management supervision. 

Another use of temporary help in 
the appliance-TV department is 
seen at Polk Bros., Chicago. Only a 
few of the temporaries at Polk fit 
this category, but the condition is 
possible because Polk’s keeps a 
“pool” of part time help who have 
worked during vacation periods. 

You can’t be as choosy as you’d 
like when you look over prospective 
temporary employees. But here’s 
where to look: 

e Friends and relatives are high 
on the list of people used for holi- 
day help. Their major asset is avail- 
ability. Their biggest drawback, say 
some, is not ability but attitude. 

e Former employees are a lim- 
ited group but well worth seeking 
to take advantage of their experi- 
ence. Cliff Swanson uses them suc- 
cessfully in his Pasadena and Studio 
City stores. 

e Salesmen from other industries 
are considered one of the best bets 
for evening and week-end use. The 
best tip is to get a couple of your 
distributors’ salesmen if you want to 


add to your major appliance and TV 
sales staff for the holidays. 

Insurance salesmen and real es- 
tate salesmen are also good sources 
as holiday help. 

e Students from local colleges are 
a natural source, but how good they 
are brings a variety of opinions 
from dealers. 

You’ll pay—but how much? “Just 
don’t let the Christmas help make 
more money than the regulars— 
that’s all,” an Oakland, Calif., ap- 
pliance-TV-furniture dealer men- 
tioned to EM Week. 

A suburban Chicago dealer is pay- 
ing his holiday help the same salary 
and commission as his permanent 
staff—$125 a week and up. Part- 
timers in the record department get 
$1.25 an hour to start, more later 
with experience. Two similar sub- 
urban dealers, these in New York, 
one hiring three full-time and three 
part-time employees for December, 
pay $1.75 an hour with no commis- 
sion arrangement. A suburban San 
Francisco appliance-TV-housewares 
dealer hires for Tuesday through 
Friday evenings-only, plus Satur- 
day to 6 p.m., for a $35 salary plus 
small commission that brings the 
men’s average to about $60 a week. 

The appliance-TV-houswares units 
of a northern California department 
store chain, has its temporary help 
on straight commission. “That’s the 
only way to get them to work,” the 
merchandise manager told EM 
Week. 

On the ticklish relationship of the 
pay of temporary help with that of 
the regular staff, dealers should take 
into consideration any arrangement 
they have for profit sharing or year- 
end bonuses. Only regular employ- 
ees share, so they actually make a 
profit on all the sales handled by 
the holiday help. 

As the biggest users of holiday 
help in this industry, the mass mer- 
chants have looked carefully at the 
payment of temporary help. Jeffer- 
son Stores in Miami pays temporary 
help the same salary and commis- 
sion as the regulars. In Chicago, 
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Take a 

MONEY - break, 
lady! 

Now wouldn't it be a great idea to 
change jobs for a few, wonderful, exciting 
weeks at The White House ! 

San Francisco's own store needs you, 
wants you, to help with the Christmas 
rush ahead. And what a lovely. way 

to take care of your own Christmas bills, 
earning extra money at The White House ! 
We have full- or part-time openings, 

in a wide choice of interesting 
departments. Come into the Personnel 
Office tomorrow, preferably 

between 9:30 and |!, or 2 and4p.m., 


Second floor of the Post Street 
(unt hove Gas henna aoe tana Oh) 








Polk Bros. does the saame—however, 
Polk’s part-timers get a salary and 
a smaller commission, presumably 
because they work the peak traffic 
periods. Korvette in New York, 
White Front Stores in Los Angeles, 
and Sam Boyd in Springfield, Mass. 
—all are paying straight salaries for 
extras. 








Toastmaster Sets Cap for Ladies 


Toastmaster will launch a house- 
wife-slanted ad campaign next 
Monday to “dominate” daytime TV 
on the ABC network until Dec. 18. 
(A commercial filming is seen 
above.) 

Why? Those are the important 
weeks in which about 30% of the 
year’s electric housewares sales are 
made, says sales manager Scott C. 
Rexinger. 


The company has chosen six top 
daytime shows to back up the claim 
of “domination.” Toastmaster had to 
pick up time wherever available, 
finally wheedled 27 guaranteed slots 
as a co-sponsor into only three 
weeks. 

Flush from three record-breaking 
sales months, Toastmaster is willing 
to spend money to empty its pipe- 
lines for early 1960 sales. 


Forecast for West German Sales: 


U.S. Won’t Buy More Than in °58 


West German manufacturers will 
sell about 220,000 units of radio and 
stereo in the United States in 1959— 
about the same as they did during 
1958. 

That’s the estimate of Werner 
Meyer, president of the West Ger- 
man Export Assn. (and sales vice 
president for Blaupunkt). In this 
country to visit dealers and dis- 
tributors, Meyer took time out last 
month for a news conference in 
which he talked import statistics 
with reporters. 

Seventy percent of the 220,000 
units will be in radio, Meyer said, 
with stereo-radio consoles account- 
ing for the remaining 30%. In dol- 
lar volume, however, the split is 
about 50-50. The average unit price 
of these exports is about $50.” 

Using typical import mathematics 
on such a low base figure brings 
the retail value of German sales 
here to about $22 million which is 
considerably below the $40 million 
generally granted the German 
brands by trade circles here. 


What changes has Meyer noted 
in the American market since his 
visit here last year? 

“Styling of consoles is much im- 
proved,” he said and he expects 
that German styling will change, 
too, turning to the squarer design 
of American taste (Blaupunkt has 
one severly rectangular unit in its 
Canadian distribution presently). 
He also sees additional use of dual 
finish walnut, teak, and Scandana- 
vian cabinet design. However, the 
German “Continental” look will 
still be the main export styling. 

In stereo, Blaupunkt will stay out 
of the three-channel race. 

Discount prices in the American 
market continue to amaze _ the 
German radio executive. “Every- 
thing here is 30% off. The American 
public seems to prefer it that way 
and we can’t understand why.” 

In Germany pricing is rigid. “The 
longest discount is probably 3%.” 

However, in the States, German 
pricing is in tune with the require- 
ments of the market. 
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NUMBER ] OF A WEEKLY SERIES OF MESSAGES FROM GIBSON 


|i your satisfied Gibson customers will 
send you to Hawaii by Jet in’60! 


trouble-free, tested Gibson appliances are selling 
in new record volume everywhere! Here’s why — 


. ie 


Service grief can’t eat away your Gibson profits or dry up future sales— Gibson sees to that! No other 
manufacturer has higher quality standards or tougher product-testing than Gibson —no other manufe.c- 
turer makes and tests more of its own components. That’s why hundreds of Gibson Dealers report a 
full year’s volume without a single service call. See how Gibson takes service-loss out of selling! 
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S. A WORLD OF WEATHER IN ONE ROOM. Gibson torture-chambers create the world’s toughest refrigerator weather— 
or unbelievably high humidity, high, low and fluctuating temperatures. Every Gibson model must be able to take it, and 
come up smiling! 
‘d oe a3 | \ ey 2 pF this proven quality takes 
a aS 4 he Se. Lo ws e . es 
os he ij. ae ’ : you to Gibson’s Hawaiian 
a > . : As ‘ . - ’ 
ts convention by Jet in '60! 
tS i, >, é me i 
e, i Si. — Sa ‘ More than 3,000 quality- 
n ee Ee: merchandising Gibson 
' ee ae - Dealers now have their 
), * a) a - — reservations—and you 
al AS fa e ot can, too!—see your 
a- : ere 9 Gibson Distributor! 
1e 
I] ELECTRONIC SPIES REPORT RESULTS SLAM IT—HARD! 100,000 TIMES! 10,000 MILES OF TRAVEL— RIGHT 
of appliance operation under condi- Hinges, latches, door seal and con- HERE! Gibson products must be right 
tions humans couldn’t handle! Bat- struction get the beating of a lifetime when they’re shipped—and—right 
ut teries of recording instruments study here! They just don’t make families when they’re received! Rail and truck 
compressor and system operation big enough, rough enough, to match handling can be tough, but not half 
™ under extreme conditions—too tough the punishment Gibson gives its own so tough as the treatment product and 
se for even hardened technicians to take! products! carton get in this shipping test! 
Y= 


Ger going...ger GIBSON 


Gibson Refrigerator Company, Greenville, Michigan, A Division of Hupp Corporation 
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Has Dormeyer’s Experiment 


With Distributors Worked? 


Nineteen months ago the firm cut its distributor list from 


1200 to 144 and moved to control loss-leader advertising 


by dealers Here’s what the company and its distributors 


and dealers think of the plan now. 


Last Wednesday James E. Ar- 
chambault told EM Week that 
“gross sales for Dormeyer products 
are up 23% for the first months of 
1959 compared to the same period 
of 1958 (which in turn was up 
18.3% over 1957). 

That, said the Dormeyer pres- 
ident, “is a reflection of the success 
of our selective distribution.” 

It is now apparent that many 
distributors and dealers agree 
with Archambault. That’s the con- 
clusion of EM Week’s editors after 
an extensive cross-country check. 

Distributors like it, which is 
hardly surprising since the oper- 
ation of the plan makes Dormeyer 
a line that a distributor likes and 
works at or he would drop it or be 
dropped. And only three have 
been dropped since the plan began. 

“The plan allows us to realize 
a firm profit and to sell with mer- 
chandising skills instead of prices,” 
says Bert Stutz of Chicago’s Engle- 
wood Electric Supply. 

“Our business in Dormeyer has 
increased seven or eight times since 
the change,” says James Dulin, 
vice-president of American Hard- 
ware & Equipment in Charlotte. 

And in New York’s long troubled 
electric housewares market, one of 
the five Dormeyer distributors told 
EM Week that “the new plan has 


had a very salutory effect on the 
total dealer structure.” 

At dealer level the Dormeyer 
plan gets a big test. 

A New York City retailer bubbled 
with praise. “We're giving more 
space to Dormeyer appliances. 
They set minimum resale price and 
everyone adheres to it.” 

On the West Coast, Dormeyer has 
been getting some of the top mer- 
chants to join in local newspaper 
advertising—Rhodes in Seattle, the 
Broadway in Los Angeles, Hale’s in 
San Francisco, Leading Jewelers in 
Beverly Hills, Milens in Oakland. 

Obviously, from a dealer’s view- 
point, restricted distribution cuts 
down on his bargaining power. One 
Los Angeles mass merchant con- 
tends that there’s a way around 
everything—if he wants a deal he 
can get it. A discount department 
store in San Francisco has not had 
to go elsewhere for Dormeyer mer- 
chandise but he says he had the 
chance. But these seem to be the 
exceptions brought on by the in- 
herent necessity of the mass mer- 
chant to underbuy someone. 

At dealer level the major feature 
being pushed by Dormeyer is that 
the line will be made profitable for 
them. With discounts of 37% 
the company starts off with a good 
talking point. But its emphasis is 
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Boldly, Jim Tyree of Harveys in Nashville, pulled his entire 87 pieces of white 
goods from the floor (top) and replaced them with 335 TV’s and hi-fi’s. One-day 
sale moved $28,000 in electronics (below). Last week, he switched, moved out 
TV, sold $18,600 in white goods from floor, despite bad weather. 





on protecting the advertised price 
which in turn sets the going price 
for electric housewares in any mar- 
ket. Unless a dealer wishes to pay 
the whole bill, he can’t feature Dor- 
meyer products at a discount of 
more than 15 percent off the sug- 
gested retail price. 

If anyone is unhappy with this 
restriction on advertising, it is the 
mass merchant. 

In San Francisco, the downtown 
discount department store, Wein- 
stein’s, which was the most contro- 
versial figure in the area during the 
days of Fair Trade but which re- 
mains one of the market’s strong- 
est outlets for electric housewares, 
is carrying and featuring Dormeyer. 
And, except for a minor hassle re- 
cently, Weinstein’s has been hold- 
ing the line on the provisions for 
advertising. 

How the plan works. When Dor- 
meyer began re-franchising, it 
sought out distributors who would 
make every possible effort to build 
volume through dealers equally in- 
terested in merchandising. In most 
areas, the company settled for one 
distributor but in metropolitan 
areas this was not practical. 

The limited franchising prevents 
dealers from playing one distribu- 
tor off against another. That’s one 
bonus for the selected distributor. 
The second bonus is Dormeyer’s 
attempt to provide distributors 
with an average 15 percent margin. 

To permit its distributors and 
dealers to remain competitive in a 
market that still puts considerable 
emphasis on price, Dormeyer has 
given distributors and dealers the 
opportunity to create price promo- 
tions under Dormeyer control. A 
dealer is permitted to advertise the 
product at less than the minimum 
permitted advertised price, and to 
do so for a specified period of time. 

Pro and Con. Distributors cite 
three advantages, two disadvan- 
tages of the Dormeyer plan. They 
like: (1) restricted territories; (2) 
long margins; and (3) a co-op ad 
plan that helps them get consumer 
advertising while it also controls 
the going price in the area. 

Distributors gripe about: (1) re- 
sistance of dealers who got burned 
handling Dormeyer before the plan 
went into effect; and (2) lack of 
national advertising. 

As for dealers, their views bal- 
ance out with three advantages and 
three disadvantages being cited. 
The advantages: (1) a sincere ef- 
fort has been made to select dealers 
who don’t use loss leader advertis- 
ing; (2) a stock adjustment plan 
keeps them from sitting on over- 
stocks; and (3) a 50% co-op ad 
plan handled by distributors. 

They dislike: (1) large dealers 
complain of a lack of promotional 
items for steady price advertising 
in competitive market areas; (2) 
medium and small dealers complain 
about the availability of even the 
new price breaks still arranged by 
Dormeyer to give dealers temporary 
price protection; and (3) slowness 
in acceptance of the line by the 
public which had become used to 
Dormeyer products on every shelf 
} at hundreds of different prices. 
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A UNIVERSAL Pye J for every prospect 


Don’t miss out on any coffeemaker prospects. You can ® Chrome on Solid Copper 


step them up to higher priced models, make more profits when you @ Famous Flavor-Selector 
stock the full line of Universal Coffeematics. Remember only a 

Universal gives you a size for every family—a price for every ® Redi-Lite 
purse in a quality line of automatic coffeemakers! @ Non-Drip Pouring Spout 


Only a limited number of this eight-cup SPECIAL that @ Heat Sentinel 
sold like hot cakes last year will be available. Get your order in 
now for the biggest buy on the market . . . a Universal Coffeematic 
with the Flavor-Selector for only $14.95. 


@ Fast, Automatic Operation 


{UNIVE RSAL | 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 











Checking in at the 28th annual sales, 
advertising and public relations 
conference of the Southeastern Elec- 





tric Exchange are a few of the 300 
utility men who converged on New 
Orleans for last week’s affair. 


Wraps Come Off LBE: 


To Include More In ’60 


The wraps came off EEI’s Live 
Better Electrically program for 
1960 last week at the 28th annual 
sales, advertising and public rela- 
tions conference of the Southeastern 
Electric Exchange in New Orleans. 
Some 300 southern utility, merchan- 
dising and advertising executives 
got the word on next year’s LBE 
calendar from Bob Wimberly of 
Arkansas Power and Light Co. They 
liked what they heard. 

The new ball of wax will be more 
inclusive than ever, blanketing the 
entire electrical industry with na- 
tional electric kitchen and laundry 
promotions, Give Better Electri- 
cally programs, residential lighting 
activities, a streamlined, appliance- 
oriented approach to wiring and, 
for the first time, a residential elec- 
tric heating and cooling promotion- 
al campaign. 

All of the program’s promotional 
roads lead to the Medallion Home 
Symbol of electrical completeness. 
LBE will build steadily toward a 
spectacular climax—the awarding 
of four total electric Gold Medallion 
Homes by region in a $100,000 con- 
sumer contest. 

Next year, the LBE attack will be 
mounted without benefit of network 
television, an abrupt reversal from 
1959, when 135 stations carried 120 
costly commercial minutes. Instead, 
the bulk of the kitty will go for na- 
tional magazine ads. 

For the appliance dealer on the 
firing line who wanted to know, 
“what’s in it for me?” there would 
be ample opportunities to pull the 
string at the local level, with strong 
promotional support from utilities. 

Tie-in possibilities looked good, 
particularly with the All-Electric 
Kitchen Carnival phase of the pro- 
gram, slated for March and April 
(ads first pushing complete kitch- 
ens, then focussing down on dish- 
washers, refrigerators, ranges, wa- 
ter heaters), and the All-Electric 
Laundry Festival, due to hit in Sep- 
tember and October (emphasis here 
on dryers and water heaters). 

Kits for both promotions, each to 
include local advertising materials, 
point-of-sale displays, dealer sales 
aids and a traffic building gimmick 


or premium, will be made available 
to utilities and through them, to 
dealers. 

Christmas at retail, 1960, will 
again get a boost from a Give Better 
Electrically advertisement in a No- 
vember issue of “Saturday Evening 
Post,” to feature products in a de- 
tachable booklet insert. 

Six full-color national insertions 
will spearhead LBE’s campaign in 
a new field next year—residential 
heating and cooling. These ads will 
stress benefits without showing spe- 
cific types of equipment. Turning to 
wiring, Wimberly characterized the 
housepower insertions for ’60 as 
“Really Live Better Electrically ads 
with a housepower wallop.” 

Another major highlight of the 
SEE conference was a four-partici- 
pant examination on the responsi- 
bility for appliance service, in 
which a dealer, a manufacturer, and 
executives of a non-servicing and a 
servicing utility came up with vary- 
ing answers. 

A chain of responsibility, includ- 
ing manufacturer, distributor, deal- 
er, salesman and serviceman was 
traced by Frigidaire’s Joe Rushton, 
who pointed out that “a break in 
any link .. . can create a real prob- 
lem. When we have recurring 
service problems of a serious na- 
ture,” said Rushton, “they usually 
go back: to either the manufacturer 
or distributor because of poor prod- 
uct performance or failure to build 
a dealer organization that will prop- 
erly discharge its service responsi- 
bilities.” Claude H. Wolfe, a servic- 
ing dealer of Orlando, Fla., laid the 
burden of service squarely on the 
retailer. “I believe,” he said, “that 
retail appliance sales and service go 
together logically, economically.” 

Hugh Isley of Carolina Power & 
Light described his company’s de- 
parture from servicing as a logical 
move in keeping with the shift in 
appliance retailing from utilities to 
dealers. 

Service was viewed as the joint 
responsibility of utility and dealer 
by A. D. Perkins of Georgia Power 
Co., merchandising utility, whose 
250 servicemen handled 154,551 ap- 
pliance calls in 1958. 
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Admiral ‘Thin Walls’ Full Line; 
Capacity’s The Thing At Preview 


Featuring fully retooled refrig- 
erator-freezer interiors, the Admi- 
ral Corp. today will introduce its 
1960 appliance lines at a press pre- 
view in New York’s Savoy Hilton 
Hotel. 

The company will be first into 
the breach with a complete bigger- 
capacity line based on the new 
spun-glass insulation, resulting in 
greater capacity. 

And capacity (Admiral is claim- 
ing it is 15% greater on the new 
line) is going to be the big selling 
point in refrigeration in 1960. That 
much was settled earlier this month 
at Admiral’s national distributor’s 
convention. 

The high density spun-glass in- 
sulation, a tighter weave than other, 
types, has allowed Admiral to re- 
duce the thickness of refrigerator 
and freezer cabinet walls by % of 
an inch on each side and still pro- 
vide better insulation than before. 
The result: new refrigerators have 
increased capacity while occupying 
the same floor space as the 1959 
model. 

The space bonus in freezers 
means the largest 1960 upright 
model offers capacity for an addi- 
tional 74 lbs. of food. An added 100 
Ibs. of food can be accommodated 


Gleeful sales manager B. H. “Buck” 
Melton pinpoints Admiral’s big pitch 
for 1960. Thinner walls mean bigger 


in the largest chest freezer although 
‘it has the comparable exterior cab- 
inet size of a 1959 model. 

The Admiral line is designed so 
that there are just three interior 
shells across their full line, includ- 
ing freezers. Thus, tooling-up for 
the new increased-capacity boxes 
came in at a figure that the factory 
could afford without radically af- 
fecting prices. 

In fact, the costs are so normal 
that the Chicago company is throw- 
ing in swinging shelves this year. 

Over in the range line, Admiral 
is going this year to the non-leader 
looking leader. Low-end ranges are 
hanging on to the bigger look with 
outsize back-splasher, and with the 
same size, but different control 
panels. . 

Besides doing a face-lift job on 
air conditioners, Admiral is going 
to directional air control by using 
adjustable circular louvers. They’ll 
be making big noise about their 
ruler series which can be installed 
and operating in less than a minute. 

And with an eye on another 
“noisemaker,” the family conscience, 
which might kick up while mother’s 
in the kitchen doing the dishes, 
Admiral is offering two portable 
and two built-in dishwashers. 
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capacities in the same size boxes all 
across the Admiral line. There are 
swinging shelves and more color, too. 





10% Increase Forecast 
In °60 Plant Spending 


American business plans to spend 
10% more for new plants and 
equipment in 1960 than it is esti- 
mated to be spending this year. 
The $37.3 billion which will be in- 
vested is a high figure, although it 
is less than the record amount set 
in 1957. 

For 1961, business as a whole al- 
ready has plans to spend $34.6 
billion. Such preliminary plans 
often are revised upward when 


final budgets are completed. 

The estimates of future business 
investment are contained in the an- 
nual McGraw-Hill fall survey con- 
ducted by the McGraw-Hill depart- 
ment of economics. Other highlights 
of the report: 

e Manufacturing companies now 
plan to increase spending by 19% 
in 1960—to a total of $12 billion. 

e Companies in every major manu- 
facturing industry expect their 
sales to be higher in 1960. ‘ 


e Business now plans to raise more’ 


than $6 billion in the money market 
to finance 1960 capital expenditures. 
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CHESTS 


Model C-109 
Model C-149 
Model C-189 
Model C-229 


UPRIGHTS 


Model U-159 
Model U-209 
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ee FREEZER. 


Wy REFRIGERATOR 


 Bieroeisc 


THE ALL NEW 
6 CU. FT 


TELL ME HOW | CAN SELL MORE 
BY SELLING BEN-HUR 


BEN-HUR MFG. CO. 
Dept. L9, 634 E. Keefe Ave. 
Milwaukee 12, Wisconsin, U.S.A. 


Name 
Title 
Address 
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HOW IS YOUR FREEZER BUSINESS? BEN-HUR SALES MORE THAN DOUBLED LAST YEAR! 
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Stereo comes of age with Webcor’s exclusive Panoramic Sound 








New Musicale Stereo Hi-Fi Fonograf—Model 1055. Has 
3 powertul speakers—dual channel 6-watt amplifier—auto- 
matic 4-speed Stereo-Diskchanger. Large record storage 
compartment. Mahogany, Blonde or Wainut. 





New Constellation Stereo Hi-Fi Fonograf—Model 1058. 
Has 5 wide-range speakers—dual-channel 30-watt amplifier 
— Stereo Audio Balance Control — equipped for drop-in 
radio. Plays as self-contained stereo fono, or remove two 
internal speaker systems and separate for even finer stereo. 
Mahogany, Blonde or Wainut. 


New Contemporary Stereo Hi-Fi Fonograf—Model 1071. 
Has 5 big speaker s—duai-channel 60-watt amplifier—Stereo 
Audio Balance Control—equipped for drop-in AM, FM or 
AM-FM stereo radio. Mahogany, Blonde, Wainut or Ebony. 
Mode! 1098 is equipped with standard AM-FM radio. 


* Suggested /ist prices. Prices slightly higher West and South 





All Webcor Consoles have BFD 


3 channel Stereo you can really demonstrate 
And all are completely self-contained 


*Webcor’s exclusive BFD—Bass Frequency Distribution— 

actually creates a new 3rd channel for today’s truest room-wide 
stereo sound! Many 1960 Webcor Stereo Consoles are equipped for 
convenient drop-in AM, FM or AM-FM stereo radio. In a wide choice 
of hardwood finishes. Webcor Consoles from $149.95 to $399.95.* 





New Minuet Stereo Hi-Fi Fonograf—Model 1069. Has 3 
wide-range speakers—dual channel 14-watt amplifier—auto- 
matic4-speed Stereo Diskchanger. Matching external 
speaker system with record storage also available. Mahog- 
any, Blonde or Walnut. 


— 
’ 
o 


New Ravinia Coronet Stereo Hi-Fi Fonograf—Model 
1060. Has 5 powerful speakers—dual-channel 60-watt ampli- 
fier—Stereo Audio Balance Control—equipped for drop-in 
AM, FM or AM-FM stereo radio. Beautiful self-contained 
52” stereo console. Mahogany, Blonde or Walnut. 





New 18th Century Stereo Hi-Fi Fonograf—Model 1096. 
Has 5 powerful speakers—dual-channel 60-watt amplifier— 
Stereo Audio Balance Controli—fine AM-FM radio. Auto- 
matic Stereo-Diskchanger. Record storage compartment. 
Mahogany or Ebony. 


New Moderne Stereo Hi-Fi Fonograf—Model 1068. Has 
5 wide-range speakers — dual-channel 30-watt amplifier — 
Stereo Audio Bal Control—equipped for drop-in AM, 
FM or AM-FM stereo radio. Mahogany, Blonde or Walnut 





New Ravinia Stereo Hi-Fi Fonograf—Model 1059. Has 5 
powerful speakers—dual-channel 60-watt amplifier—Stereo 
Audio Balance Control — aut tic Stereo-Diskchanger. 
Record storage. Mahogany, Blonde, Wainut or Ebony. 





New French Provincial Stereo Hi-Fi Radio-Fonograf— 
Model 1097. 5 big speakers—dual-channel 60-watt am- 
plifier—Stereo Audio Balance Controli—powerful AM-FM_ . 
radio. Aut tic Stereo-Diskchanger. Record storage. 
Maple or Wainut. 








Call your Webcor distributor today 


SELL THE LINE THAT SELLS THE FASTEST... SELL WEBCOR 
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Airtemp vice president J. B. Ogden 
shows off gopher, company sales 
symbol for 1960. Dealers, distributors 


got pitch: go for 2, which means, 
doubled sales, doubled profits, at 
preview of new line. 


Airtemp Goes to Work — Quietly 


Figuring that air conditioners 
should be seen, but not heard, the 
Airtemp Division of the Chrysler 
Corp. is presenting its 1960 line— 
29 models and 16 new products— 
on a “quiet note.” 

Permanently lubricated, rubber- 
cushioned, low-speed motors were 
selected to provide the quietest op- 
eration possible for quantity of air 
moved. Internally spring-mounted 
compressors also got the silent treat- 
ment. 

But when it comes to selling, 
color schemes for the new line were 
carefully worked out to match tone- 
on-tone patterns and anticipate 
1960’s most popular shades. For 
good measure, room air conditioners 
received the most complete corro- 
sion protection ever offered. 

The new three-hp packaged heat 


pump, designed to be univeisaily 
adaptable, includes quiet centrifugal 
blowers on both evaporator and 
condenser. 

To meet the rapidly growing de- 
mand, Airtemp also has added a 
five-hp split system unit to its heat 
pump line. 

The 29 room air conditioner mod- 
els, in four series, represent Air- 
temp’s broadest coverage of the 
room-unit field in its history, and 
an attempt to consolidate 1959 gains. 

The 29 models range from one to 
2% hp with BTU ratings of 6,000 
for the smallest casement model to 
22,500 for the 2% hp Chrysler Pow- 
er King. 

Shooting for a 30% rise in room 
air conditioner sales and 50% over- 
all sales increase, Airtemp is off to 
a healthy start for 1960. 





Gadgets? Kelvinator Just Sells 


There’s no gimmick at Kelvinator. 
Convinced that the road to success 
is gadget-free, Kelvinator is pre- 
senting clean, uncluttered 1960 re- 
frigerator models and getting re- 
sults: sales are up. 

Dealer billings this year, 40% 
ahead of 1958 when the new line 
hit showrooms, jumped to 62.8% for 
October. Records still are being set 
by their 1960 home laundry line, 
introduced in July. 

The heavy run on 1959 models 
depleted dealer inventories and 
forced the earlier introduction of 
seven new refrigerator models. Orig- 


inally, Kelvinator had planned to 
introduce the 1960 line late this fall. 

Included in the new models is the 
Foodarama, an 18-cu.-ft. combina- 
tion. Other models range from a 
13.1-cu.-ft. two-door refrigerator- 
freezer to a 9.5-cu.-ft. “Space Sav- 
er.”” New models are in white, Ber- 
muda pink, buttercup yellow and 
surf turquoise. 

Increasing distributor prices for 
1960 models an average of 2%, Kel- 
vinator continued its policy of not 
announcing suggested rates. Kelvi- 
nator would rather have distribu- 
tors evaluate local conditions. 





A Challenge: Air 


Pepped up by a meeting in au- 
tumn-colored Syracuse, N. Y., Car- 
rier Corp. distributors last week 
were mulling over the enthusiastic 
crystal ball-gazing of a company 
vice president. 

They knew that Russell Gray, 
who manages Carrier’s’ unitary 
equipment division was right: The 
’60’s_ offer “really extraordinary 
growth possibilities” for air condi- 
tioning distributors and dealers. 

What dealers and distributors 
must do, Gray had said, was to pre- 
pare for the future. His company 
was ready. It had seen the poten- 
tial of the next three years and had 
run to meet it. 

As a result, Gray told the meet- 
ing early last month, Carrier is 


Conditioned ’60’s 


ready to produce close to 50% more 
goods than in the record high sales 
year just ended. 

How did Carrier do it? Planning 
ahead was the answer. 

During the tense recession years 
of 1957-58, Carrier had made capi- 
tal investments, although industry 
as a whole halted construction of 
new production and research and 
development facilities. 

One effect was noted in an an- 
nouncement from the division: It 
will expand in the heating field, 
adding two complete lines of elec- 
tric resistance heating equipment, 
to its heat pumps. 

Gray said the expansion was a 
natural supplement to the promo- 
tion of the heat pump. 





MOWER PROBLEM: 


What to Do 


With the 


Don’t sell the customer a rake. 

Power mower manufacturers are 
sure they’ve developed better so- 
lutions than that to the problem of 
eliminating ugly, grass-killing clods 
left by rotary mowers. 

Their answers are obvious in the 
new lines now making their bows: 
new products and accessories. 

1. Buy a Mower That Catches the 
Clippings 

Almost every rotary mower will 
have a_ grass-catcher accessory. 
Nicknamed a “tobacco sack,” the 
bag of cloth or plastic swings like 
an outrigger over the blower side 
of the rotary. 

But even manufacturers’ repre- 
sentatives confide the sacks are 
often-times little better than gim- 
micks. The drawback: They won’t 
hold enough chopped-up grass. 
After collecting about a bushel of 
clippings, the operator must stop 
the machine, remove the bag and 
dispose of the clippings before re- 
starting his swath past the sandbox 
to the petunia bed. He may be able 
to mow only about 10 yards be- 
tween stops. 

Outrigger grass catchers on ma- 
chines which spew grass from the 
side present another problem: 
Their weight when full of wet grass 
cuts down efficiency because the 
cutting plane of the lawn mower is 
tipped. 

Lawn-Boy has tackled the prob- 
lem by designing a new machine 
especially to catch cuttings. The 
company, a division of Outboard 
Marine Corp., has built a rotary 
mower that throws to the rear in- 
stead of the side. A large, basket- 
like catcher is mounted under the 
mower’s handle. 

2. Sweep Up Your Rotary Mower’s 
“Leavings” 

It’s an answer to the suburban- 
ite’s quandry that may shape up 
into a two-piece package: Selling a 
rotary mower without a _ tobacco 
sack, but with a lawn sweeper—an 
oversized carpet sweeper whose 


ie 


More and more lines are being 
introduced. Here’s Lawn-Boy’s: from 


Clippings ? 


brushes scoop clippings into a cloth 
bag which can hold around five 
bushels. 

Snellenburgs of Philadelphia and 
other retailers have worked up 
two-for-one sale promotions fea- 
turing the sweeper. ($35) and a 
rotary mower ($90), selling to- 
gether for $79.95. 

Promotional versions of some 
lawn sweepers start as low as 
$19.95 and the lines run up to 
self-powered machines with a ca- 
pacity of eight bushels. 

Other advantages of grass sweep- 
ers: They double as leaf sweepers 
in the fall, doing away with the 
time-honored lawn rake and they 
have been promoted as safety de- 
vices (a pre-mowing sweep across 
the lawn reduces the danger that a 
rotary will spew out pebbles or 
sticks into the eyes of the home- 
owner or his children). 

If the consumer isn’t satisfied 
with grass catchers on his rotary, 
or a sweeper to clean up after it, 
manufacturers have one more sug- 
gestion: 

3. Go Back to the Reel-Type Mower 

Although rotary-type mowers 
have dominated the market in the 
post-war years, several makers are 
coming back in the market with 
the old stand-by reel-type mowers. 
They believe the 8% increase in 
reel sales is extremely significant. 

Dealers can remind customers 
that reel mowers leave an even 
pattern of grass clippings, without 
the matting that plagues most ro- 
taries. And homeowners don’t have 
to push the reel-type machines. Be- 
cause the reel’s blades turn in the 
direction the mower is going, it’s 
mechanically easy to hitch the mo- 
tor to the mower’s wheels, too. 

If the lawn fancier insists that 
all clippings be removed from his 
lawn—even with a reel-type mow- 
er—he can be shown that it’s simple 
to attach a large-capacity sack to 
the rear of a reel machine without 
a*ecting the mower’s efficiency. 


left, a snow plow; edger; lawn mower 
and a tiller, a big item in all lines. 
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TOUCH COMMAND HOME LAUNDkK* 
Washer Model LW090, Dryer Model LC090 
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OME LAUNDRY SELLING 


as easy to demonstrate as 


mcancs 


FILL RINSE | 
ae 


| REGULAR | MODERN | SPECIAL 


Just touch a button and get set to sell 1960’s most ex- 
citing new washer feature— Hotpoint Touch Com- 
MAND! Touch one button and show your customers 
how Hotpoint automatically gives them the proper 
wash and spin speeds, the proper wash and rinse 
temperatures for any washable! It’s easy to operate, 
easy to sell for extra big profits! 





NEW DUAL-DISPENSER FOR 
BLEACH AND RINSE ADDITIVES 
HELPS YOU CLOSE MORE SALES! 


Automatically adds bleach 
after detergent is activated; 
adds conditioner to the final 
rinse for softer, easier-to-iron 
clothes and cling free nylons! 








TOUCH COMMAND WASHER FEATURES: 


@ Full-time underwater lint filter 
© New water-saving fill control 


@ All-porcelain finish inside and 
out protects against rust 


@ Big 10-pound tub capacity 


© 3-cycle lighted dial for light, 
regular, heavy soil 


© Measured detergent dispenser 


© 5-year written parts replacement 
warranty on entire transmission 


HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE 


Sell your prospects truly automatic drying at the 
touch of a button! Your new Hotpoint Toucn Com- 
MAND Condenser Dryer gives them proper drying 
conditions for any washable — at the mere touch of a 
button. New Time Command Dial makes it simple to 
select the proper drying time for any fabric. Three 
cycles dry their wash with individual care! 





100% VENT-FREE! YOUR 
CUSTOMERS CAN SAVE $15 
TO $30 ON OUTSIDE VENTING! 


No dusty air is drawn in — no 
damp lint-filled air is blown 
out into the laundry. Moisture 
and lint are automatically 














pumped down the drain. 





TOUCH COMMAND DRYER FEATURES: 
© Fabric Minder Cycle “senses” © Select-0-Time Cycle dries special 
when ar fabrics are dry, items; “dusts” draperies, too. 
shuts off automatically © Sealed Calrod® heating units 
© Wash-and-Wear Cycle dries wash ° Air freshener adds pine scent 
almost “‘wrinkle-free” ® Porcelain top, drum, interior 


IF YOU'RE NOT A HOTPOINT DEALER YOU SHOULD ft 





: 


Sunday Tribune families own 91% of all dishwashers in 
Chicago and suburbs. Daily Tribune families own 75%. 

What’s true of dishwashers is true of every type of 
appliance sold in this market. Responsive readers of the 
Tribune buy mobt of all of them. 

Your best qualified prospects read and respond to 
Tribune advertising. Families in the middle and high 
income groups here account for 97% of all dishwasher 
sales in Chicago and suburbs. And of these better-able- 


to-buy families, you can reach 74% with the Sunday 


In Chicago, readers of the Chicago 
Tribune buy most of the dishwashers sold! 


Tribune; 53% with the Daily Tribune. 

Because it reaches the families who buy the most, the 
Tribune creates more traffic and closes more sales than 
any other medium in the Chicago market. That’s why 
manufacturers and distributors spend considerably more 
of their advertising dollars in the Tribune than in any 
other Chicago newspaper. 

No matter how much you’re spending to advertise 
your line in Chicago, you’ll sell more when you con- 


centrate your efforts in the Tribune. 


More readers. More advertising ..more results- 
The Tribune gete am in Chicago! 


ELECTRICAL MERCHANDISING WEEK 
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Paul V. Galvin of Motorola Dies; 
He Put Music on Open Highways 


The man who put radio on the 
road is dead. 

The faith of Paul V. Galvin in 
automobile radios created one of 
the largest exclusive electronics 
manufacturing companies in the 
world, Motorola, Inc., of which he 
was chairman of the board at his 
death on Nov. 5. 

He was undergoing treatment in 
an Evanston, IIll., hospital for lu- 
kemia when he died at the age of 64. 

After three years at the Univer- 
sity of Illinois and service as a lieu- 
tenant of field artilléry in France 
during World War I, Galvin entered 
the storage battery business. He 
foresaw a future for the automobile 
radio and specialized in batteries 
for home sets, just then becoming 
popular. By 1929, he and his broth- 
er, Joseph, had founded the Galvin 
Manufacturing Corp. to manufac- 
ture high-capacity, low-voltage, dry 
electrolytic condensers and copper 
oxide rectifiers to eliminate the need 
for A and B batteries in home ra- 
dios. 

The booming automobile industry 
had Galvin in the auto radio busi- 
ness by 1930, building radios under 
the trade name, Motorola. The ini- 
tial investment of $565 grew into a 
nationwide corporation whose an- 
nual sales now are in the $250 mil- 
lion range. The company became 
Motorola, Inc. in 1946. 

With Galvin at the helm (he was 
replaced by his son, Robert, as pres- 
ident in 1956), the company built 
car radios, two-way mobile com- 
munications sets, war-time walkie- 
talkie radios, microwave equipment 
and the first practical television set 
priced under $200, a major force in 
creating the mass television audi- 
ence of today. 

He looked out for his employees, 
too. Motorola pays workers well, at 
the same time giving them the op- 
portunity to become members of the 
second largest profit-sharing plan 
for employees in industry. 

But Galvin’s life was touched by 


brutal tragedy. His first wife, Mrs 
Lillian Guinan Galvin, and a maid 
were murdered in the Galvin’s home 
in suburban Evanston, II, in Octo- 
ber, 1942, by robbers who looted the 
house of $28,000 in jewelry. 

Galvin married’ Virginia Critch- 
field in 1945, who survives him with 
his son. 








World News Roundup 


Bonn, West Germany—The larg- 
est installment credit institutes in 
West Germany and the British Com- 
monwealth soon will be cooperating 
in financing installment purchases. 
The agreement is being forged be- 
tween Kundenkreditbank of Dues- 
seldorf and United Dominions Trust. 
It’s believed to be the first of its 
type on the international level. 

Contrary to normal practice where 
credits or government guarantees 
have to be secured by the exnorter, 
the contract between the German 
and the English credit comvanies 
provides for financing aid for the 
importer or the consumer. The co- 
operation is expected to promote 
German-British trade ($671 million 
in 1958). 

London—Great Britain is worried 
over Japanese radio competition. 
Fears were sparked by reports that 
SONY Co. of Tokyo will take over 
a factory at Shannon airport, Ire- 
land, next year to assemble transis- 
tor radios for the export market. 

With the Irish factory, the Japa- 
nese company can get into the 
United Kingdom market without 
quota restrictions and with the 
Commonwealth preference’ given 
goods produced in the Common- 
wealth. 

Vienna—East German scientists 
have developed a portable television 
set, the first to be manufactured in 
Europe. VEB Rafena at Radeberg, 
East Germany, produced the set, 
weighing about 22 pounds with a 
nine-inch picture tube. 





NEMA Re-Groups Forces 
For Attack On Gas Industry 


The somewhat fragmented elec- 
tric appliance members of NEMA 
prepared last week to re-group into 
a compact “consumer products divi- 
sion,” which, among other things, 
supplies the streamlined framework 
for a concerted promotional counter- 
attack on current activity by the 
gas appliance industry. 

The re-grouping is part of an 
overall reorganization of the 541 
company members and 65 product 
sections of the National Electrical 
Manufacturers Assn.—most of them 
non-consumer products—into eight 
tight divisions, divisions which can 
perform like smaller trade associa- 
tions. within NEMA, already the 
biggest trade association. 

Previously, appliance makers were 
scattered through several autonom- 
ous sections. In the new structure, 
the major-appliance section, air- 
conditioning section, small-appli- 
ance section, and other consumer 
products sections come _ together 
with the electrical-heating section 
to form the new consumer products 
division. 

Each section still retains auto- 
nomy and can still run its own sec- 
tional product promotional cam- 
paigns like the dishwasher campaign, 
the range campaign, etc., but now 
each section can throw money into 
a larger consumer products promo- 
tional chest to promote full electric 
appliance usage from the electric 
can opener to the basic fuel—elec- 
tric heat. 

Primarily NEMA’s basic purpose 
was to bring more efficiency into a 
sprawling, diversified organization. 

“This was a slight, but vitally 
needed change,” said W. C. Wich- 
man, chairman of the planning com- 
mittee which proposed the altera- 
tions. Members at the 33rd annual 
convention in Atlantic City, N. J., 
unanimously approved the _ idea, 
which now goes on to a mail ballot 
vote. 

Wichman, 


general manager of 





After a truck transporting them 
plunged down an 85-foot embank- 
ment, the sets shown above were re- 


turned to Westinghouse Metuchen 
(N. J.) Division. Plugged in, they 
produced perfect pictures and sound 


without repairs or adjustments. Many 
others in the shipment of 118 checked 
out electrically and mechanically. 





N. J. MACDONALD 


General Electric Company’s Hot- 
point Division, said the proposal 
would make the association run like 
a well-managed corporation and a 
modern trade association. Each of 
the eight divisions will have its own 
board of directors and will seat a 
vice president on NEM4A’s policy- 
making board. 

The new divisions also may reach 
beyond the products listed for their 
sections and bring in “a number of 
important branches of the electrical 
manufacturing industry,” now out- 
side NEMA’s scope. 

Then, NEMA will attempt to 
widen its membership by allowing 
the product sections, building blocks 
of the new divisions, to “control 
their own_destinies,” in Wichman’s 
words. The result, it was hoped, 
will be a more inclusive industry- 
wide trade organization. 

Stopping the inroads ef the gas 
industry into markets where elec- 
trical manufacturers once were su- 
preme was explicit in the planning 
committee’s report. 

The association’s activities, the 
report said, “Were profoundly af- 
fected by the increasing competition 
of other industries.’ NEMA must 
work closely with its allies in the 
electrical field tq “meet the chal- 
lenge of gas,” the’committee said. 

Hardly had the proposed reor- 
ganization been ratified, when re- 
vitalized NEMA jumped into a 
major national promotion program 
by taking over the Medallion Home 
Program for 1960. Joseph F. Miller, 
NEMA managing director, described 
the program as a “key link” in the 
association’s reorganization drive. 

Previously the Medallion Home 
Program, which promotes the use 
of proper electric wiring in new 
houses, had been under the local 
direction of 300 utility companies. 
Next year, NEMA’s headquarters 
staff will make sure standards set 
by local utilities meet minimums; 
provide promotional material and 
supply medallions for houses which 
come up to snuff. 

To lead the expanding trade as- 
sociation, members elected N. J. 
Macdonald, president of the Thomas 
& Betts Co. He was a member of 
Wichman’s committee and has been 
chairman of the industry’s National 
Electrical Week observance. 

Wichman was elected vice presi- 
dent and A. D. R. Fraser of Rome, 
N. Y., president of the Rome Cable 
Corp., was selected treasurer. 
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Re) Whinkpool oisnwasners 


A portable dishwasher with bigger capacity than any other on the market . . . 
larger than many built-ins... and a market that’s practically untapped. Less 
than 6°; of the homes have dishwashers . . . and here’s one with no installation 
problems, no service worries ...and that eliminates all scraping, pre-rinsing, 
and still provides for easy loading, spotless drying and simple, easy washing of 
pots and pans. There’s no better gift for year ’round satisfaction than the 
RCA WHIRLPOOL portable dishwasher. With more to tell... more to sell... 
it’s easy to get your share, and more, of this big Christmas business. 


"Dishwasher index of saturation 5.8% (Source: Electrical Merchandising, Jan., 1959). 


COMPARE FEATURES AND PRICE AND YOU'LL SELL RCA WHIRLPOOL ai 


|s* 


\\\We. 


FE \ 
F 
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. products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


% 


RCA WHIRLPOOL ... America's first family of home appliances .. 


Automatic Washers & Dryers @ Washer-Dryer Combination © Refrigerators @ Freezers © Ranges @ Kitchen Cabinets, Built-ins & Sinks @ Dishwashers & Disposers @ Room Air Conditioners @ Vacuum Cleaners 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


¢ of trodemorks hat ond BCA authorized by trodemork owner Radio Corporation of America 








N-O-W! WEEKLY SERVICE 


for Appliance Dealers, Suppliers 


very Monday you will get— 
1. Spot Buying Intelligence 
2. Spot Marketing Intelligence 
3. Spot Merchandising & Selling Intelligence 


— Plus — 


New Product & New Sales Aids Information 
Industry News 
Merchandising Service 


- NOT Forgetting — 
HOW TO 


Advertise V Operate a Profitable Service Dept. 
V Pick a Store Location 

Handle Trade-ins V Take Advantage of Tax Laws 
\ 


Run a Promotion Orgonize Your Records 


Hire, Train & Pay Salesmen 


NEW SUBSCRIPTION ORDER 


ter my subscription for 
ECTRICAL MERCHANDISING WEEK for 3 years for $4 


] Check here if you want 1 year at $2 


| attach payment [] Please bill me 


AME seceeeeeeeePOSITION ... 
] Business Address 
] Home Address 


ZONE ......... STATE 


J S. Poss. Dirs., Dept. Stores, Utilities, Appliance 
s. Reprs., Furniture Stores, Contractors-Dirs., and Distr.-Whisrs. Only. 


ANADA: $6 for 1 year; $12 for 3 years. (Canadian or U. S. Funds). 


TIN AMERICAN AND ALL OTHER COUNTRIES: $15 for 1 year. 
E-11-23-59 





if you 


[] Retail 
[-] Wholesale 
| | Manufacture 


Appliances 

Radios 

TV 

Hi-Fi and components 
Records 

Lawn & Garden Supplies 
Furniture 

Floor Covering 


. . . join with the 40,000 other marketers in reading the late, verified news of the week 


ELECTRICAL MERCHANDISING WEEK 
11-23-59 


No 
Postage Stamp 
Necessary 
if Mailed in the 
United States 


BUSINESS REPLY MAIL 


FIRST CLASS PERMIT NO. 64, NEW YORK, N. Y. 


Postage will be paid by 
McGRAW-HILL PUBLISHING CO., INC. 


Electrical 
Merchandising Week 


330 WEST 42nd STREET 
NEW YORK 36, N. Y. 
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What’s New for 


Multiply 500-man coffee break like 
this by 16 and get airlifted audience 


Louisville is Broadway and 
Theleen is Ziegfeld as firm 
airlifts 8,000 to 5-hour show 


Geographically, Fort Knox, Ky., 
is a nugget’s throw from Louisville. 
This is fortunate since last week 
Web Theleen, General Electric’s 
own Florenz Ziegfeld, told the last 
of’ 8,000 airlifted distributors, deal- 
ers, builders and their salesmen, 
that General Electric’s major ap- 
pliance division will put “an all 
time record budget” behind launch- 
ing and promotion of its 1960 Gold- 
en Value line. 

The full year’s promotional pro- 

gram is studded with “firsts” for 
G-E, according to Theleen. Here 
are some of them in order of ap- 
pearance. 
e This was the first time G-E (or 
anybody we know of) has made 
such an extensive use of Show Biz 
in presenting a line. The entire 
product pitch was turned over to 
actors. Except for a token appear- 
ance, no product manager or sales 
manager got into the act. 


Full line laid out item by item 
backed up show. Distributors, deal- 
ers, builders got close up look. 


of 8000 for G-E’s five-hour Broad- 
way-musica!l 1960 line show. 


Every nut and bolt feature came 
through as a singing commercial. 
The key feature of the 1960 range 
line—Sensi-Temp—became a real 
live blonde in a sprayed-on sequin 
gown. She told her story in a six 
minute song reminiscent of a Mae 
West specialty with full orchestra. 
It took a ten-minute live ballet 
with a cast of seven in fluorescent 
costumes and black light to tell the 
fifth key on the dishwasher was for 
plate warming. The blonde came 
back as “Power Shower” in Gilbert 
and Sullivan staccato. 

e The five-hour show played in 
G-E’s own theater 16 times in six 
weeks to 500-man waves of whole- 
sale and retail personnel who stayed 
for two- or three-day shifts. It 
cost more than Ziegfeld ever spent 
on a follies. 

e Phase Two of the program begins 
January 31, with more “firsts.”” G-E 
will stage its first 90-minute TV 
spectacular. It will be produced by 
Leland Hayward, Broadway’s sur- 
est winner. And there’ll be another 
one like it in each of the following 
three quarters of the year. 

e On February 4, G-E will take to 
the biggest national magazines with 
eight-page spectaculars in print. 
These will repeat in each of the 
following three quarters. 

e To prime the market for these 
promotional bursts, G-E will launch 
its biggest point-of-sale promotional 
activity ever, complete with full 
window and in-store trims in gold 
pushed by G-E, CBS and LIFE ac- 
tivity. 

e To keep the golden carrot out in 
front of retailers, G-E will take to 
the incentive-trip circuit in two di- 
rections. In November, 2000 trips 
are scheduled for Hawaii; 2,000 
more to the Caribbean. 

But once G-E’s 11 vaudevillians 
get back to Broadway, the Golden 
Value line rides on its features. 
These are summarized briefly at 
the right and in greater detail on 
page 55. 


Every product had own full-scale 
production number. Executives like 


Percheron dressage in parking lot 
was lunchtime commercial for new 


G-E’s “Cast of Characters” 


In 1960 refrigeration, G-E has Frost- 
Guard automatic defrost in both 
sections of four top refrigerator- 
freezer models; has plumbed-in 
automatic ice maker in top 15- 
foot box. Eleven-model line has 
five refrigerator-freezers (with 
roll out drawer at bottom), two 
freezer-across-top, two-door mod- 
els, four single-door units. 

Wood look and three “Fashion 
Colors” add to five mix or match 
colors for fronts of refrigerators, 
freezers, dishwashers, combina- 
tion washer-dryers and kitchen 
cabinet line. Top two 15-foot re- 
frigerators have changeable door 
panels accepting all these colors 
plus blank panel to be covered 
by wall paper. 

“Nutmeg mahogany” is wood 
color, achieved, as in TV port- 
ables, by bonding embossed vinyl 
skin onto sheet steel before 
forming process begins. 

In freezers, Frost-Guard automatic 
defrost goes into one of four- 
model line. G-E will go hard for 
freezer share in 1960. 

In ranges, Sensi-Temp thermostatic 
burner will be biggest promoted 
feature. It’s in two 40-inch and 


"60: G-E Says It With Music 


Jack McBride (center) appeared 
rarely. Actors did all product pitching. 


Frost-Guard refrigerators, beamed at 
lunches served in circus tent. 


two 30-inch units of 12-model 
range line. Top 40 also includes 
meat thermometer, dinner dial, 
pedestal-mounted all glass back 
splash. 

Dazzie-them super-deluxe $600 
range model is “Patio Cart,” 
combination range, oven and 
charcoal grill all mounted 
in push-around redwood cart 
topped by huge beach umbrella. 

New type counter drop-in is 
Mark 27 four-burner top and 21- 
inch oven—all in one piece. Con- 
trols are remote; burners are re- 
cessed below counter-top. 

Top dishwasher feature—on all five 
models—is Power-Shower. Adds 
forced spray from top of load to, 
standard bottom water action.’ 
Mobile Maids now have three 
wash actions; undercounter mod- 
els have four, plus fifth (plate 
warming) push button. 

Disposers—Sound muffler is added 
to two top of six disposers. Four 
have new hardest metal (Carbo- 
loy) cutters. 

Washers, announced earlier, are 
topped by super bleach injector 
(one model only) which has stor- 
age for 3 qts. of bleach. 








Combomatic 


CONFIDENCE CLOSES SALES—That’s the significance of EASY’s new selling 
theme: ‘“‘THE WASHER/DRYER WITH CONFIDENCE BUILT IN !’”’ Women want 
to have confidence in combinations, because the idea makes such sound woman 
sense. And now, with the proof of superiority only EASY offers, you can have 
confidence and sell confidence as never before ! 














When the customer says, “Show me!”’—the Good Housekeeping Seal of Approval is their stamp 
of Confidence. And EASY Combomatic has it, you can be confident of that! 





When people want to know if it’s really so, they look to Parents’ Magazine. Their Seal of Com- } 
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mendation is a mark of Confidence. And EASY Combomatic has it, you can be confident of that! | “oa tn COmpaagy 7 
; mad Wf murs ] 
EASY sells confidence to your customers by submitting the Combomatic to the United States | © 
Testing Company for exhaustive comparison tests in direct competition with 17 models of 
Washer/Dryers... n 
Te. ie te NS ee ee Frets Ahoy 
...And proudly publishes the results in the United States Testing Company handbook of test Ninsher/py 
vin ; 


results, “The Facts About Washer/Dryer Combinations.” You can be confident with that! Caius 
he *NObion ¥ 


EASY carries Confidence to your customers, too! 
In fact-filled spreads in November and December 
Parents’ Magazine and Good Housekeeping. 
\ 
, Fd 
r ~ 
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i \ COMBOMATIC 


\\ The Washer/Dryer with Confidence built in! 


And only EASY has all five . . . Gas, Electric Condenser, Electric Vented, Promotional and Under Counter models. 


j 
j 
} 


If you haven’t checked EASY 
Combomatic performance in this 
handbook of United States Test- 
ing Company Test Results—you 
should. 
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In the highly non-academic surroundings of a New 


York ballroom, educators, home economists, editors 


and industry experts attending the 13th annual Home 


Laundry Conference concentrate on the problem... 


How Do You Teach 


Home Laundering? 


Home economists and _ teachers 
converging on New York City three 
weeks ago for AHLMA’s annual 
conference found a program with a 
new twist—and they liked it. The 
two-day schedule was packed with 
speakers and panelists who review- 
ed the home laundry scene through 
the eyes of the women who teach 
it—not the consumer or the manu- 
facturers. 

Thirty-some experts gave AHL- 
MA’s guests a look at things to come 
in ‘home laundering—and tips on 
helping wives and students meet 
the “Challenge of the 60’s.” 

Gladys Miller, New Homes Guide 
editor, set the stage for the pro- 
ceedings when she took her audi- 
ence along on a “Plunge Into the 
Laundry Head First.” Miss Miller 
pointed out trends toward (1) 
bringing the laundry up out of the 
basement and (2) housing it in a 
separate room rather than in the 
bathroom or kitchen. 

(She tipped off dealers to a new 
development, too: Homemakers are 
starting to think of their laundries 
as one unit—including washer, dry- 
er (or combo), and ironer. That 
means a little extra time helping 
prospects plan laundry rooms might 
pay off in multiple sales.) 

Herman York seconded Miss Mill- 
er’s observations when he gave his 
audience an architect’s-eye view of 
the home laundry. He went on to 
theorize that the home has replaced 
the automobile as a status symbol. 
So, American families are planning 
their houses—and that includes 
laundries—with an eye toward 
showing them off. 

But the ’60’s will bring challenges 
in areas other than laundry planning 
according to four manufacturers’ 
representatives who presented a 
preview of the 1960 modeis. And 
the laundry industry is welcoming 
one of them—wash ’n wear—with 
open arms. Why? Because its giv- 


ing housewives a reason to buy new 
laundry equipment even though 
their old models still work. Ac- 
cording to R. C. Connell of Philco, 
Jessie Cartwright of Norge, Helen 
Tangen of Hamilton, and Marilyn 
Pogue of Ironrite, the 1960 lines 
—alive with flashing lights and 
colored knobs—are designed es- 
pecially for the new special-finish 
fabrics. They’ll suds, fluff-dry and 
smooth away the wrinkles without 
harming the finish—if housewives 
know how to run them. 

Later on in the _ proceedings, 
though, Dr. Jules Labarthe, Car- 
negie Institute of Technology, in a 
“Survey of 1960 Fabrics,” warned 
“Complete automation is not the 
answer.” He explained that. house- 
wives needed to know fabrics as 
well as machines. And that’s where 
the home economist comes in. 

“But how can we teach them 
about fabrics when there are so 
many miracle materials with dif- 
ferent mames—new . ones. every 
year,” came an often-repeated gripe 
from the floor. “Why can’t we re- 
quire manufacturers to label all 
their garments with washing in- 
structions?” 

Dr. Labarthe answered that the 
industry is working on the prob- 


‘lem. In the next few months repu- 


table manufacturers will launch a 
campaign for labels which are col- 
or-coded according to “safe? wash- 
ing temperatures. At least, he said, 
its a step in.the right direction. 

On the lighter side, Dorothy Dia- 
mond, Printer’s Ink, let lunching 
delegates in on the results of her 
informal home laundry survey. The 
consensus: American women have 
no big bones to pick with the manu- 
facturers. 

Most of the remaining conference 
sessions were “brass tacks’’ discus- 
sions of how to teach housewives 
and students the ins and outs of 
home laundering. 


MORT FARR says 
We Need More News... 


We Need It Fast 


The day of the rugged individualist is over. This is particularly 
true of the appliance dealer. There was a time when a man 
could run his own business. Today his business is subject to 
outside influences beyond his control. In order to keep abreast 
of these developments a dealer needs to be better informed. 

To begin with he has new kinds of competition—discount 
houses and catalog houses, bargain centers, super markets, 
lumber dealers, builders and a variety of other outlets selling 
the same merchandise. In addition he must understand the 
economic climate of the nation and his own community. He 
must be aware of population shifts and business location 
changes in his area. 


Let us examine a few of the influences now .at work that have 
a bearing on our volume and our profits.. The big issue at the 
moment, of ‘course, is the steel strike. We have lost months 
of steel production. But so far we have lived very well off of 
our fat. Manufacturers had a good supply of steel and finished 
products. Most dealers had inventory bought in anticipation of 
the strike. 

We may find our worst shortages still ahead. when we have 
sold off our inventories, and before the steel mills can get into 
full production. This condition will be accentuated if the 
strike is not settled and we continue under the 80 day TH in- 
junction. In this case, we cannot expect the unions to en- 
courage any build-up of inventories, nor should we expect too 
much efficiency in operations. Steel workers will not be spend- 
ing except for bare necessities. This austerity feeling will be 
transmitted to friends and neighbors and to related industry, 
and could upset what was destined to be a boom year for our 
industry. When the issue is finally settled, we will face a real 
danger—the danger of over-production. We have the capacity 
to produce to excess and when the crisis is over large com- 
panies will be out to get a larger share of the market. This 
will require accurate sales forecasting, as well as sales report- 
ing, to gear production to demand and avoid the dumps and 
deals that have spelled. disaster to dealers, distributors and 
manufacturers in the past. 


I need not mention the effects of government in our business. 
In addition to high income taxes, our customers have to pay 


federal excise taxes on most of our products, plus state sales 


taxes. We face another increase in social security taxes in 
1960 which will average about $25 per year per employee and 
which we have no way of passing on. Uncle Sam is also inter- 
ested in deals with our suppliers as they relate to the Robinson- 
Patman Act. The Federal Trade Commission is looking into our 
advertising practices. There is even talk in government circles 
of regulating’ consumer credit. There are proposed Fair Trade 
laws, wage and hour laws, pension plans for owners of busi- 
nesses and countless other government regulations that will 
affect our business in the future. We must not only be kept in- 
formed about them, but be alerted to prevent those which 
stifle our independence. 

We will need to be kept informed on the new bank credit 
plans as they affect our time sales. We wiil need to be more 
quickly informed on new products and how they are moving; 
trends, both national and local, and ideas for successful promo- 
tions to compete for the consumers share of the dollar. 


It is appropriate that ELECTRICAL MERCHANDISING has 
decided that we need to get industry information more quickly 
than once a month and is now going to publish every week. 
Today if a dealer fails to read his trade paper as soon as he 
receives it, he may find that he has missed the boat. It may be 
too late to act! We are fortunate in this industry to have the 


“benefit of the ELECTRICAL MERCHANDISING Statistical 


Issue to guide us in our thinking about saturation and sales 
potential, and the NARDA cost of doing business survey as a 
yardstick to measure our efficiency. I think it fortunate that 
we are now to have this new, fast, accurate weekly service so 
that we can be alert to change and ready to cash in on the 
opportunities that this business presents. 








John W. Cavo, Inc., Poughkeepsie, N. Y., does $300,000 a year in kitchens 
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and 70 percent of it is with builders. The secret, says Cavo, is to... 


Learn How To Talk the Builder’s Language 


“Let your customer have a cus- 
tom kitchen. It won’t be any trouble 
to you, because we'll take all the 
trouble off your hands.” 

With this message for builders, 
John W. Cavo, Inc., Poughkeepsie, 
N. Y., dealer has hammered his 
way into a $300,000 a year kitchen 
business, 70% of it new home con- 
struction. 

Cavo does it by concentrating 
heavily on custom builders. He 
has endeared himself to builders 
because he practices what he 
preaches. 

“We try to settle every problem 
with the owner,” says John Cavo. 
“We don’t take it up with the build- 
er. He’s passed the job onto us. So 
we make everything right. We take 
care of all troubles, even if it 
costs money.” 

Cavo is quick to point out some 
fundamental axioms about the 
kitchen business, whether through 
builders or otherwise. 

“You can eliminate yourself 
from the kitchen business by 


are no kicks.” 


tically.” 





mistakes,” he says. “You’ve got 
to understand building, so you 
don’t get your builder in trou- 
ble. And you’ve got to know all 
the facets of kitchens. You have 
to plan properly and be care- 
ful about promises.” 

Cavo has circumvented these 
ticklish restrictions with special- 
ists. Richard Arnold (white shirt 
in pictures above), three years in 
the building business and another 
three with a lumber company 
making cabinets, commands his 
kitchen operation. He is assisted 
by Bob Morehouse, also grounded 
in construction. 

As specialists, Arnold and More- 
house are in constant touch with 
custom builders within a 15-mile 
radius of Poughkeepsie. More- 
house is on the road drumming 
up prospects most of the time. 
Arnold makes at least one trip 
a week to each builder, inter- 
spersing these calls with appoint- 
ments with customers. Both are 
always alert to new opportunities 


CAVO’S 3 RULES FOR SELLING BUILDERS 


1. “UNDERSTAND BUILDING and its problems. Otherwise you can 
get your builder in trouble. Customers may deal with you but 
they’ll kick to the main contractor. Your job is to see there 


2. “UNDERSTAND KITCHENS so that you can be careful about 
planning and promises. You've got to take care of all troubles, 
even if it costs money. The trick is to plan and promise realis- 


3. “UNDERSTAND CONTRACTORS and get them to recognize good 
prices, cabinets, and service. We’re good friends with every 
builder but if our association turns unprofitable, we part com- 
pany—fast.” 











—building signs along neighbor- 
hood roads, building announce- 
ments, knowledge of building 
plans. For the rest they are making 
plans or keeping customer appoint- 
ments (8 to 5:30 daily; to 9 pm 
Thursdays, to 4 pm Saturdays). 
Other leads for these specialists 
come from the same 1000 kitchens 
installed in their area; from kitchen 
ads appearing five times a year; 
and from a 2000-piece direct mail- 
ing once a year. Exposure leads 
emanate also from the _ kitchen 
showroom, where four different 
General Electric kitchen displays 
are augmented by one Whitehall 
kitchen, one Nevamar kitchen, and 
one Coppes-Nappanee kitchen. 
But it’s the pains the firm takes 
with builders which pay off. 
Contracts for electrical work 
frequently provide an in. For the 
most part Cavo’s kitchen special- 
ists keep the contact simple. They 
start with the usual allowance of 
$700 most builders include in their 
building contract price to custom- 


ers. The stepup goes from there. 
If the final kitchen runs to $1500, 
Cavo’s firm gets $700 direct from 
the builder. The balance comes di- 
rect from the customer, usually 
10% at contract and the balance 
30 days after completion. 

Arnold and Morehouse don’t dally 
over solid leads. Four hours per cus- 
tomer is average time. This includes 
plan changes, assistance in picking 
counter tops, cabinets etc. They 
make no perspectives. Neither do 
they charge for plans. They stick 
chiefly to floor plans, making ele- 
vation drawings only when neces- 
sary. 

One final axiom motivates John 
Cavo in his dealing with builders. 

“We’re friends with our build- 
ers,” says John Cavo. “We work 
closely with them. But if we 
find it’s impossible to make 
money in our association with 
them, then we wrap up our jobs 
with them—sometimes taking a 
quick loss. That way we part 
friends.” 
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FOUR G-E KITCHENS, others by 
Whitehall, Nevamar, Coppes-Nappanee 











give customer shopping latitude. 
Arnold works from floor plans only. 
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*Three meals a day, every day of the year,-end so happily with WASTE KING. SEE She flips a switch and big bones... 
even corn husks... go quickest, quietest down her WASTE KING IMPERIAL HUSH Garbage Disposer. ~@g& WASTE KING'S 
and pans and plastics; and a full cycle 


MAGI-MATIC Dishwasher has three washing cycles: one for pre-rinse; one for 
that washes and air-condition dries a full service for 12! tg All she does is push a button and put her apron away. 
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If we told ’em once 
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21-inch picture tube measured diagonally. 23-inch picture tube measured diagonally. 


Viewing area 275 square inches. \ 


* *Bigger screen, more picture, more pleasant proportions! 
These are the outstanding features that let you sell up 
lS 4. ce from 21” to 23’ TV —at greater gross profit. (21” and 


23” picture tubes measured diagonally) 


“There’s Exclusive Profit in 


SYLY. 


says C. R. Heidlebaugh, Pres. 
C. R. Heidlebaugh & Son, Inc. 





















99 
York, Penna. H 
Where is there more profit? . . . in exclusive new 
Sylvania 23” TV selling at maximum gross, or old- 
fashioned 21’. TV selling at big competitive dis- 
counts? That’s one of the exclusive benefits dealers 
are enjoying in this fall’s selling season with the 
sensational new screen that “‘changes the face of 
television.” 
Profit-minded dealers like C. R. Heidlebaugh 
report, ““when customers see how much more pic- 
ture there is on the new squared tube, it’s easy to 
sell 23” TV at full mark-up . . . especially since it’s 
priced so close to old-fashioned 21’ TV.” 
Get in the big picture! Let your Sylvania yy SYLVAN [AS 
Distributor outline the new marketing plan that 
combines the industry’s most sensational TV with Subsidiary of 
plus profit promotions. GENERAL TELEPHONE & ELECTRONICS 





“SYLVANIA BIG-PICTURE TV...CHANGES THE FACE OF TELEVISION” 
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...we told em 32,000,050 times: 


That many people (including husbands) couldn't 
help but read this November 23rd ad In LIFE. 
Another 32 million got the picture on disposers 
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a month ago. That makes over 64 million 
selling impressions in less than 30 days. 
LIFE’s like that. 
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MORT FARR SAYS: 
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G E N E R A L 96) E L £ C T R I C Mort Farr, nationally known Upper Darby, Pennsylvania, dealer 

says, “I want my customers coming back—to make their monthly 

- a E D iT * 0 n PO Q ATI 0 N payments in my store and to purchase more appliances from me. 

Serving General Electric and Hotpoint dealers with Inven- GECC’s dealer-oriented, customer-focused plans stimulate initial 
tory and Time Sales Financing for over a quarter century. sales and provide a high percentage of repeat business.” 
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“My salesmen know that GECC makes it simple for us to 
‘close that sale.” GECC’s Even-Dollar ‘Sell-Up’ program 
helps us make more top-of-the-line and combination sales. 
The many other flexible GECC sales arrangements and serv- 
ices previde what all appliance salesmen need today.” 














a 


“GECC’s streamlined procedures speed the paper work in 
my business. My office employees appreciate the efficient, 
prompt service and full cooperation of the GECC people. 
GECC’s complete sales-financing service adds up to better 
customer relations... more sales... larger profits.” 














20 SQUARE INCHES 
MORE PICTURE! 


The public has voted. Its choice is clear. 
It’s the new Admiral 23” over all 21’s... 
everywhere! 

On the same dealer-floors with new 21” 
sets, Admiral’s new 23’s are outselling 
them in every store across the country, 
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Outselling 
21s coast to 
Coast 


BS as 


21” OVERALL DIAGONAL 
262 SQUARE INCHES 


Sales are easier and faster . . . because 
Admiral dealers have something to talk 
about besides price. No ‘‘walk-aways’’, 
because only Admiral offers a complete 
line of new 23’s. . . table models, consoles, 
lowboys and combinations. Plus Son-R 
wireless remote control! 


23” OVERALL DIAGONAL 
282 SQUARE INCHES 


inch 


Dollar sales are higher, profits are 
bigger with the new sales sensation of 
the industry. Admiral’s all-new wide- 
angle 23” line. Call your Admiral dis- 
tributor now! 


NEW 23” LINE 


without exception! 







STARTS AT $229.95 
ADMIRAL—THE INDUSTRY’S ONLY COMPLETE NEW 23-INCH LINE 





THE ALLERTON: In charcoal, 
mahogany, blonde oak finishes. 


THE HAMPSHIRE: in walnut, ma- 
hogany, blonde oak finishes. 


THE ALLISON: In mahogany, 
blonde oak, sierra finishes. 






THE SHOREHAM: in mahogany 
and cherry finishes. 


MARK OF QUALITY THROUGHOUT THE WORLD! 
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NEW 19GO 
ADMIRAL 
WIDE ANGLE 23' TV. 





INE'W PICTURE SIZE! 
NEW PICTURE SHAPE! 
INE W PICTURE REALNESS! 


ere’s the square-cornered, wide-angle 23” tube from Admiral 
hat gives you the big answer to profitable step-up sales! 
Admiral’s new tube receives all the picture the station sends 
but. Better viewing, too, because the new tube is 8% brighter, 
ith flatter surface that reduces distortion. And unlike ordinary 
ubes, it is not recessed back in the cabinet. It’s right out front, 
ow for the first time, you can see the entire picture from any- 
where in the room. Laminated safety glass faceplate is perma- 
ently sealed to tube so dust cannot gather behind it. Eliminates 
annoying reflections, too. Best of all, it’s the safest picture tube 
bver designed! 
Here’s TV improvement that trades up customers on sight 
ecause they can see the difference! 


NEW! Reduced curvature of NEW! No more picture fog 
tube surface ends distortion, from dust! Safety glass is life- 
gives wider viewing angle. time sealed to face of tube. 









3° 


rHE ONLY LINE COMPLETELY RESTYLED FOR THE NEW 23” TUBE! 





E CHATHAM: in walnut, sierra THE CLARIDGE: in mahogany or THE WINSLOW: in mahogany or THE DEVONSHIRE: in mahogany, 
d cherry finishes. blonde grains. 4-button SON-R. cherry finish. 4-button SON-R. blonde oak, sierra. 4-button SON-R, 


ADMIRAL — 


Admiral® Soic 790 es Manutacturedin 
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Wall-to-wall opportunity 
to sell carpet-cleaning appliances! 


‘THE MOMENT TO SELL a woman your vacuum cleaner, carpet sweeper, 
shampooer or other floor cleaning appliance is when she has carpets on 
her mind, 

10,000,000 women are going to be super carpet-minded next February. 
That's when Good Housekeeping will run its historic CONSUMER STAND- 
ARDS FOR RUGS AND CARPETS and its big floor covering promotion in 
retail stores. 

Now, a woman obviously can’t think about carpets and rugs without 
also thinking about cleaning them. So that’s when you step in with the 
official Good Housekeeping appliance facts tag right on your product. 

This tag, especially designed to tie in with the rug and carpet stand- 
ards program, will influence your customer at the moment when she’s 
most receptive. Remember, she has just read and trusted every word in 
our big February carpet and rug editorial. She has just seen Good House- 
keeping’s rug and carpet standards in action—on quality floor coverings 


in quality stores. She’s ready to buy a carpet—she wants to be ready to 
clean it. The tag on your product simply confirms her confidence. That's 
why it will make the sale to her, and to 40,930,000* others whose buying 
decisions are influenced by the Good Housekeeping seal. 

Never before have appliances had such an opportunity to tie in with 
their natural selling mates—floor coverings. Plan now! 

For further information, write or. phone: Sam Parsons, Good House- 
keeping, 57th Street at 8th Avenue, New 
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45% Of His Volume Is In Recorders .. . 


. . . and a third of all the units Mickey Sherman 


Sherman opened his Sight & 
Sound Stage only last year, but he’s 
had success with tape recorders 
right from the beginning. The rea- 
son: a five-step selling formula. 
Here’s his formula: 


1. Carry 11 brands—in a 
wide price range. 

Sherman finds customers are ex- 
tremely brand conscious when 
they’re buying electronic equip- 
ment. They shop around a long 
time before they find exactly what 
they’re looking for. Prospects are 
likely to walk out of a store offer- 
ing a choice of only one or two lines. 

So, the names on Sherman’s 
shelves include VM, Webcor, Sony, 
Grundig, Telectro, Roberts, Wilcox- 
Gay, Pentron and Wolensak. This 
unusually wide choice of stereo re- 
corders spread-eagles prices so all 
prospects can find their range. 

And, Sherman carries stock in 
depth—at least two of every model 
and five units of every brand. Un- 
less the model is a real odd-ball, 
chances are he can produce it. 

Sherman displays his stock down 
the full length of the store’s left 
side. A collection of accessories— 
extra speakers, foot switches, con- 
ference microphones, stereo hook- 
ups and tape decks—hangs on a 
pegboard panel. All in all, it’s an 
impressive show. 


2. Display a large stock of 
pre-recorded tapes. 

Sherman knows recorder custom- 
ers resent not being able to get 
their favorite music on tape. Pros- 
pects hesitate to buy when they 
see dealers carrying literally thou- 
sands of records and only a small 
selection of tapes. 

He calms customer fears on this 
point, though, without saying a 
word. There’s a huge display fix- 
ture—with over 300 reels of pre- 
recorded stereo tape—at the center 
rear of the Sight & Sound Stage. 
Tape stock covers all artists, all 
types of music—instrumentals, vo- 
cals, classical and opera. 


3. Rent as well as sell tapes. 
Sherman finds his tape rental 
library carries a lot of weight when 
it comes to putting over a stereo 
recorder “There have been 
plenty of instances where a cus- 
tomer who could afford a stereo 
tape recorder has balked at the 
prospect of high expense in build- 
ing up a ‘music library.’” (Prices 
on some tapes run $10, $15 and up. 
A library could cost $500 or more.) 
But prospects generally come 
around when Sherman lets them in 
on his low-cost rental system. 
Tapes rent for a nominal 75¢ a 
week. What’s more, according to 
John LaPorta, the salesman who 
handles tape recorder sales and 
rentals, “The 75¢ charge is by no 
means ‘firm.’ Good customers who 
have bought expensive tape re- 
corders are allowed lower rates.” 


sale. 


4. Offer reliable service and 
maintenance. 
Sherman’s customers don’t get 
the vague promises and long delays 


Big recorder display features accessories as well as the recorders themselves. 


it 


Huge stock of pre-recorded tape—for sale or rental—draws customer interest. 


usually tied up with mechanical or 
electrical troubles. He takes the re- 
sponsibility of making sure each of 
his tape recorder lines has a re- 
liable service background before 
contracting for it. The result: A 
factory-authorized repair agency in 
Denver backs up most of the lines. 
The rest of the repairs are handled 
by two top-notch electronic firms 


+ 


sells in his Denver store are top of the line models 


TE 
4 


We 


which give Sight & Sound Stage 
work top priority. 


DS. Accept trade-ins on all lines. 

“The improvements in_ recent 
years—including. three-speed and 
four-speed .models, better stereo— 
make the new sets so much better 
than those of only a few years back, 
that we expect a trade-in on about 


75% of all transactions.” 

Sherman capitalizes on this trend 
by offering healthy allowances, ac- 
cepting all lines. Then, the low- 
priced trade-ins are run as leaders 
in ads—or they’re used for trade-up 
selling. The result: Sherman’s tape 
recorder sales are up over all pre- 
dictions—more than 250 a year, and 
still on the rise. 
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The Whole Store Sold Washers and Dryers 


The result: 59 major appliances sales during a six- 


day promotion in which the whole store participated 


The displays in the fabric department fea- 
tured wash and wear materials—and laundry 
equipment with which to wash it. 

The ads in the newspapers featured wash 
and wear clothing—and the washers and dryers 
which were designed to handle it. 

And everyone in the store talked wash and 
wear—and laundry equipment. 

That’s how Fred Finger, manager of Popu- 
lar’s appliance department, managed to sell 32 
pieces of laundry equipment during a recent 
six-day promotion. During the same period, 
the store also sold 10 ranges, 15 refrigerators 
and 2 dishwashers—a total of 59 majors. 


The basic idea behind the promotion was a 
series of daily demonstrations on wash and 
wear techniques. The demos were staged in the 
store’s appliance department but Finger quick- 
ly realized that he could use almost every other 
department in the store to build traffic for the 
laundry sessions. 

Here’s how he did it: 

Tie-in displays and ads were arranged with 
other departments which had a stake in wash 
and wear—men’s, women’s and children’s 
clothing and the fabric departments. 

A memo went out to each department, out- 
lining the tie-in possibilities. 


Four hand-out brochures were prepared. 

A series of mailers was sent to all customers 
of the store. 

The actual demonstrations were handled by 
home economist Bernice Stillwell, who dis- 
cussed wash and wear fabrics, their handling 
and maintenance, and: showed how these fab- 
rics could be machine washed and dried. 

After each demonstration, visitors were 
given an instruction sheet on laundering wash 
and wear. 

“This was the first promotion in El] Paso that 
showed the consumer specifically how to use 
and take care of wash and wear,” says Finger. 
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Fabrics furnish backdrop for appliance display. Daily demos were held in appliance department. 
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ONLY FROM 
ZENITH- 


distinctively 


different 
gifts of quality 

for holiday sales 
at full profit! 
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es" First time ever! Space Command?® remote True stereophonic high fidelity in a portable 
| control tuning in portable TV! Just touch a record playing instrument. Only Zenith gives you a giant 
——={ button to tune TV from across the room. Above, the 10” woofer in a self-contained stereo portable plus built-in re- 
.| Zenith Madrid with Space Command 300. Side-mounted movable Zenith Radial Sound dual remote speakers which may 
] handles, vinyl-covered cabinet. 17” overall diagonal be placed up to ten feet from the master cabinet. In briar brown 
+ picture tube, 155 sq. inches of rectangular viewing area. color and white, the Zenith Operetta, Model SFD 111, $159.95*. 








Model D2015, $249.95*. 
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Many more gifts of quality in the Zenith line 
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You'll get more sales at full profit 
when you concentrate on the 
Zenith Line—because only Zenith 
gives you all the selling power of 
world-famous quality, truly dis- 
tinctive styling and unequalled 


pride of ownership. 


can’t be duplicated 


G. Long-distance, big-tone table radio. Full 6” x 9” 
speaker with heavy Alnico 5 magnet gives this long-distance 
AM radio richer, fuller tone. Three-gang condenser for increased 
sensitivity. In two-tone colors. AC/DC, Model B615, $39.95*. 


H. True high fidelity FM from two Zenith quality 
speakers. Automatic frequency control assures drift-free FM. 
Long-distance AM plus super sensitive FM reception. Rich, full 
tone. Maple, light or dark walnut veneers and ebony color. 
Model C845, $129.95*. 


|. Remembers to call you even after you shut it 
off! This clock radio with Snooz-Alarm}t timer calls you five 
times at 7 minute intervals. Sleep switch turns set off automati- 
cally. Long distance AM chassis. In pink, white or charcoal 
color. Model C624, $49.95* 


J. Wake up to glorious FM music—with this multi- 
purpose FM/AM clock radio. Buzzer then calls you 10 minutes 
after. Turns small appliances on or off. Sleep switch. In black, 
white or green, Model B728, $79.95*. 


ee 





The quality goes in 


before the name 


goes on 


A. New -design, new distinction—world's 
most powerful pocket radio of its size! Up to 
300% more sensitivity. Rich, full tone. Nonbreakable 
case, choice of three colors. Zenith Royal 500E, $75.00*. 


8. Big-toned, compact outdoor portable. 
Easy-to-read slide-rule dial. Vernier pin-point tuning. 
Zenith quality speaker. In genuine leather, chrome 
plated grille. Royal 755, $79.95.* 


C. World’s most elegant cordless clock 
radio. The Golden Triangle, a sensitive AM radio 
with imported clock of superb accuracy. Rotates at a 
touch, has three faces. 17 Karat gold-flashed trim. 
Royal 950. $150.00.*f 


D. World's most sensitive all-transistor 2- 
band (standard broadcast and long wave) 
portable! For pilots, boatsmen. Special 150-400 KC 
band for FAA weathercasts and standby navigation use, 
plus long-distance AM radio. Super-sensitive reception. 
Leather case. Zenith Navigator, Royal 780, $99.95.* 


E. Pocket-size—magnificent tone! Extra- 
strong audio output for high volume without distortion. 
Wavemagnet® antenna. Zenith Americana, Royal 250, 
in black, tan or white, $39.95*. 


F. World’s most magnificent radio. Powered 
to tune in the world. Zenith’s all-transistor Trans- 
Oceanic® radio—smallest and lightest standard and 
band spread short-wave portable made. Eight wave 
band Royal 1000, $250.00*t. 


one 








ZENITH BADO CORPORATION 
CHICAGO 39, NOIS « 

CANADA; ZesITH RADIO cor. 
PORATION OF CANADA LTD., TORONTO, ON 
The Royalty of television, stereophonic high fideli ty ate 
struments, phonographs, radios and hearing aids. 41 years 
of leadership in radionics exclusively. 

*Manufacturer's sugge retail price. Some prices 
slightly higher in the Southwest and West Coast. Prices and 
specifications subject to change without notice. tPrice in- 
cludes batteries. ttRegistered trademark of clock supplier. 
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Mr. Wolfe Builds His 


The man in the picture above is Claude Wolfe and he is 
living a dream. All that he planned, hoped for and worked 
toward during his 31 years in Orlando, Fla., is wrapped up 


in the functionally beautiful masonry, steel and glass pack- 


age in the background. 


Dreams like this one, however, 
can be expensive. The 8,400 air- 
conditioned square feet of this one 
carried a $175,000 price tag. For 
that, Wolfe got one of the coun- 
try’s finest appliance merchandis- 
ing plants; complete operational 
centralization (through connecting 
his new store to his existing 
$125,000 service-warehouse build- 
ing); perhaps the town’s optimum 
location for automobile traffic and 
accessibility, both present and fu- 
ture; and a 9000-square-foot park- 
ing lot of his own, virtually a must 
in booming Florida. 





Wolfe’s new location is just six 
blocks from his old store. He se- 
lected it with extreme care, think- 
ing first of traffic and accessibility 
by car. He chose a site near down- 
town Orlando yet out of its small 
but concentrated welter of cars, 
cops, and stop lights. He bought 
frontage on a non-express main 
auto thoroughfare that carries 
19,000 cars past in the average day. 
Some years hence, an expressway 
with exit ramps almost at Wolfe’s 
door will jump passing traffic to 
80,000. The push of missile-age in- 
dustry is expanding Orlando daily. 





His second consideration was park- 
ing—the Great American Problem. 
Of the three basic types—at a 
meter; in a big shopping-area lot 
or garage; and free at the mer- 
chant’s own curb—Wolfe knew the 
third to be the consumer’s choice. 
Between store and street he built 
a 23-car lot. Big enough? Says 
Wolfe, “If I can keep it half filled, 
I'll be happy.” 


Out of its new store, Claude H. 
Wolfe, Inc., does an overall volume 
in excess of $1,000,000, with a single 
roof covering the operations of man- 


agement, consumer finance, sales, 
service, receiving freight cars, ware- 
housing, feeding employees and re- 
conditioning and reselling used 
merchandise. 

He’s aided in managing his dream 
store by such modern design gad- 
gets as a telephone you can talk into 
without using your hands; a postage 
meter; master service cards on all 
merchandise sold, and clear passage- 
ways, permitting free flow for man- 
agement and employees. Wolfe car- 
ries his financing paper himself, so 
his bank-like finance department is 
an important adjunct to the store. 
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Warehouse Building 








Dream Store 


Wide-open floor plan of 104 x 30- orescent troffers, whose built-in t. ! t “y ng % ~~" Ramp 











down 
Garage 
Fingnce Offices, 


PLT] fe 


Cashier sies| 
3 switch Mgr 


r. Wolfe’ 
Equipment Office 
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foot sales area permits free flow of mounting makes them a part of the 
consumer traffic and complete flexi- architecture. Sets in the TV section, 
bility of display. Sweeping glass as well as most white goods, are 
front and side create a feeling of plugged into store-length runs of 
spaciousness, and admit plenty of underfloor duct which can be 
natural light to supplement the flu- tapped for outlets every two feet. 
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viewing 








Here’s how the dream looks on paper 








. with six key features pinpointed. 1. Employees can take coffee breaks 
or enjoy a complete hot lunch—for only 50¢—in this lounge and kitchen. 
A folding door converts the lounge part into a meeting room for sales 
conferences. 2. Stereo sets put their best foot forward in an attractive, air- 
conditioned listening room. Sound-absorbing ceiling, carpet and drapes 
kill echo effects. 3. Communications center includes a Western Union Desk- 
Fax machine where a girl can send and receive push-button telegrams. 
4. There’s plenty of space for loading and unloading in this service yard Approach 
between the new store building and the service shop-warehouse built in 
1952. 5. New ramp leads to railroad tracks—quite a boon to Wolfe who | es ae 
orders by the carload. 6. Two-floor warehouse section is equipped with a 
freight elevator. Warehouse adjoins pre-delivery test area and service ; Ta ve 
shops which are staffed and equipped to steam-clean, spray and dry white +} sa aca J 
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goods; repair sealed units; rebuild automatic washer transmissions; and Gortond Street Approcch| 
adapt Frigidaire compressors to used boxes. continued on page 41 
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For a limited time only you can offer your cus- 
tomers the Dominion Model 1604 Coffee Maker 
and Model 2211 Fry-Skillet both priced to sell 
fast at only $14.88 each. They’re regular top- 
quality appliances (not promotional items) and 
usually retail for $19.95! 

Here are the right appliances, at the right price 

. and with full profit margins . . . just in time 
for the profitable fall selling season ahead. But 
that’s not all! They're backed by the most liberal 
and flexible cooperative advertising plan plus hard- 
selling sales aids. Get in touch with your Dominion 
distributor today. 











Easy to Use—Fingertip heat con- 
tro! provides temperature range 











OOO 
Controlled nest OOO 
Guten atininate O O © 


foods sticking. 











Family-Size Meals—Deep square de- } Re ; 10 CUP 
sign provides greater capacity. 4 
Foods cook better. 











A | CHROME 
® Automatic signal light $ : FINISH 
_ @ E-Z Cook Guide on handle g ; 


© Complete with. vented hi-dome 
cover and cook book 











FEA TURE THE LINE Flavor Regulator 


—Assures same 
delicious flavor 


THAT FEATURES —cup after cup. 
FULL PROFIT MARGINS : 


DOMINION Vile = 


ELECTRIC CORPORATION - MANSFIELD, OHiO 
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MR. WOLFE BUILDS HIS DREAM STORE continueo 





Stereo looks better, sounds better in 


Wolfe’s 20x12-ft, air conditioned 
listening room. Sound-absorbing 
qualities of acoustical ceiling, 
carpet and drapes improve dem- 
os by killing annoying echo 


Push-button telegrams are sent and re- 


ceived at the Orlando store on 
a Western Union Desk-Fax ma- 
chine. PBX girl types or writes 
message, wraps it around a 
small drum on the machine, 





Spacious service yard, with truck bays, 


tailgate-high dock and ramp, 
separates the new store building 
(right) from Wolfe’s service 
shop-warehouse facility, built in 


effects, in addition to promoting 
peace and quiet on the main 
sales floor. Of the room (capa- 
city: 10 consoles, no crowding), 
Wolfe says, “This. plush ap- 
proach is way to move stereo.” 


presses a button and ther. goes 
about her regular work as the 
message is automatically trans- 
mitted. Machine costs Wolfe 
nothing, gets him a lower rate 
on telegrams. 


1952. A gate closes the fourth 
side of the yard at night. Service 
offices and parts room are just 
inside door at right, easily acces- 
sible to technicians. 


Personnel appreciate the employees’ 


lounge, where complete hot 
lunches are served for 50 cents, 
and coffee breaks are taken. 
Food, bought with workers’ 
meal money, is prepared by a 


pray and drying booths, together with 
a steam cleaner, are keys in 
Wolfe’s 1500-pieces-a-year white 
goods reconditioning operation. 
In addition to these cleaning 
and painting operations, Wolfe’s 


Ramp to trackside is a tremendous boon 


to the carload-ordering Wolfe. 
Merchandise is trundled from 
dock at siding through door at 
man’s left into two-story ware- 


girl on Wolfe’s payroll. A fold- 
ing door converts the opposite 
half of the 38x16 ft lounge into 
a meeting room, used by the 
store for sales conferences, and 
by civic groups. 


shops are also completely staffed 
and equipped to repair sealed 
units, rebuild automatic washer 
transmissions and adapt Frigid- 
aire compressors to used boxes 
of other makes. 


house section which is equipped 
with freight elevator. Ware- 
house adjoins pre-delivery test 
area and service shops, visible 
in foreground. 
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LAST 
CALL 


OPERATION 
SNOWFLAKE 


PROMOTION KIT! 


Send for it today 
— use it to sell more 





Major Appliances 


This 51-piece kit of colorful display material includes a 
spectacular 6-piece mobile unit... together with a lot of ideas 
for doing a bang-up job arranging eye-catching product 
displays. It's a complete sales promotion and advertising 
kit full of literally everything you will need to tie your store 
in with the big and powerful “Operation Snowflake” national 
program ... the most consistently successful of all Major 
Appliance merchandising events. 


ORDER YOUR KIT TODAY. Just send your 


name and business address, along with $1 check or money 
order (less than half of what it cost to produce) to: 





Snowflake Headquarters 
Box 8050 

Miracle Miie Post Office 
Minneapolis 16, Minnesota 








Tie in with 


USS OPERATION SNOWFLAKE 
1959 ADVERTISING 


The U. S. Steel Hour © 
Daytime TV 
Newspapers 

Radio 
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SICA VISCOUNT 
1% and 2 hp in 208 and 230 
volts. 24 inches deep. 





SICB VISCOUNT HEAT PUMP 


2 hp in 208 and 230 volts. 
24 inches deep. 


SIBA SCEPTRE 

1 hp in 115 volts, 7% and 
12 amps, and 1 hp in 208 
and 230 volts. 14 inches 
deep. 





SICA EMPEROR 
1 hp in 208 and 230 volts. 24 
inches deep. 
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Features All America Wants 


The look of tomorrow. Styled by Raymond Loewy for the smart- 
est rooms in America. Grille extends only two inches inside the 
window, never extends beyond the sill. Decorator color scheme of 
Citation Beige and Slate Gray perfectly complement any interior. 
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SIAH CORONET 
1 hp in 115 volts, 7% amps, 
and | hp in 208 and 230 





volts. 19 inches deep. 
SIDA IMPERIAL 














2% hp in 208 and 230 volts. 








31 inches deep. 








GIAJ REGAL HEAT PUMP 





1 hp in 115 volts, 12 amps, 








and 1 hp in 208 and 230 





volts. 19 inches deep. 























Pounds lighter. Exclusive new design and revolutionary Mi- 
cromite Compressor eliminate up to 80 pounds of weight per 
unit. New compressor alone packs the power and capacity of 
an old-style model into a fraction of the space and weight. 


Quieter than ever. Thanks to inch-thick glass fibre insulation 
and newly-designed high-capacity, low-speed fans that circu- 
late air gently and quietly. 

New Fram Permachem-treated filter. Filters dust, dirt and 
pollen from the air to keep your room cleaner and fresher. 








Slimmer outside silhouette. It’s only 14 inches deep from the 
front to the back, so there’s little or no overhang outside the 
window. A new outside grille and the elimination of brackets 
and supports gives a neater outside appearance. 


Air direction as you like it. Adjustable grille provides across- 
the-room air stream, draftless overhead distribution or any air 
flow in between. Side deflection is controlled by hidden louvers. 


Two speeds to command. Set the fan at “hi” and you can 
almost see the temperature drop. Switch it to “lo” when the 
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room is cool, and Carrier Balanced Cooling maintains the 
comfort level that suits you best. 


Set the thermostat once. Indoor climate is automatically main- 
tained throughout the hot weather. This extra-sensitive ther- 
mostat responds quickly to room temperature changes, pre- 
vents temperature variations that make a room uncomfortable. 


Warmth on cool days. Heat Pump Room Weathermakers 
pump heat into the house on cool spring and fall days, out of 
the house in hot summer weather. Air provides the heat and 





electricity provides the power. No fuel cr water is required, 


New pennywise economy. More cooling per dollar because 
they're engineered to provide high Btu output with less cur- 
rent consumption—up to one-third less than many competitive 
models of comparable size. 


Engineered by Carrier. Built by the people who know air 
conditioning best, whose air conditioning landmarks girdle the 
globe. Carrier’s reputation makes the Royal Family of Air 
Conditioning the line against which all others are measured. 








Room 





Weathermakers 


make every Dealer a winner! 



































The greatest line in air conditioning 


Power models for the largest rooms . . . prestige models for the finest homes . . . promotion 
models for price-conscious buyers — you'll find them all in the sensational new 1960 
Carrier line! Twenty models — from the 2 hp ‘carry home” Portable to the super- 
powered 21 hp Imperial — give you the right size at the right price to fill the need 
of every prospect. All models built in the Carrier tradition of leadership. And 
all with more features to talk about than any room air conditioner in history! 


Blue chip incentives for early orders 


Your choice of thousands of merchandise prizes and hundreds of expense-free vacations 
(even including a trip around the world) by placing your order early. The more you order, 
the more you win. And the sooner you order, the bigger you win — earliest orders pay 
off nearly double! How can you participate? Simply anticipate the number of units you 
will move next season and accept delivery before April 1st, 1960. You put no cash 
on the line — no down payment, interest or carrying charges for up to 10 full months. 


And every sales tool in the deck 


Everything you need to hitch your wagon to the Carrier star is included in the hard- 
hitting promotional package that is ready to go to work for you — full-color product 
folders, giant banners, 24-sheet billboards, eye-catching store displays, pennants, 
posters and mobiles, local newspaper, radio and TV advertising designed to localize 
the powerful impact of Carrier national advertising to your place of business. All 
this — plus sales training programs to make your salesmen the best in the business! 


GET THE BIG DEAL FROM THE CARRIER DISTRIBUTOR NEAREST YOU... 
HIS NAME AND ADDRESS IS LISTED ON THE BACK 





ALABAMA 

Equipment Sales Corporation 
2715 Dauphin Street 

Mobile, Alabama 


Shook & Fletcher Supply Company 
P.O. Box 2631 
Birmingham, Alabama 


ARIZONA 

Black & Ryan Air Conditioning Company 
630 West Washington 

Phoenix, Arizona 


ARKANSAS 

A. W. Johnson Company 
1800 East 26th Street 
Little Rock, Arkansas 


CALIFORNIA 

Air Comfort Supply Company 

939 Colton Avenue 

San Bernardino, California 

W. L. Benson Company 

190 North Plaza 

Brawley, California 

Gundlach Plumbing & Sheet Metal 
Company 

2324 Chester Avenue 

Bakersfield, California 

Luppen & Hawley, Inc. 

512 20th Street 

Sacramento 14, California 

The Prentiss Corporation 

631 South Anderson Street 

Los Angeles 23, California 

Edward B. Ward & Company 

110 Freelon Street 

San Francisco 7, California 


COLORADO 

Air Engineering, Inc. 
2635 West Eighth Avenue 
Denver 4, Colorado 


CONNECTICUT 

The Connecticut Air Conditioning 
Company 

543 Orange Avenue 

West Haven, Connecticut 


DELAWARE 

Keil's, Inc. 

l1th & Tatnall Streets 
Wilmington 9, Delaware 


DISTRICT OF COLUMBIA 
United Clay Products Company 
3055 “V" Street, N.E. 
Washington, D. C. 


FLORIDA 

Florida Air Conditioners, Inc. 
3360 Phillips Highway 
Jacksonville 3, Florida 
Weathermatic Corporation 
3221 East Eleventh Avenue 
Hialeah, Florida 


GEORGIA 
Mingledorff's, Inc. 

215 Chester Avenue, S.E. 
Atlanta 16, Georgia 


HAWAII 

Air Conditioning Company of Hawaii 
420 Keawe Street 

Honolulu, Hawaii 


¥ 1LLINOIS 


Temperature Equipment Corporation 
4356 West Chicago Avenue 

Chicago 51, Illinois 

Wilson Electric Company 

113 South Madison Street 

Rockford, Illinois 


INDIANA 

Associates Sales & Service 
2611 South Main Street 
South Bend 14, Indiana 
Indiana Weathermakers 
1011 Fayette Street 
Indianapolis 2, Indiana 
George Koch Sons, Inc. 
10 South Eleventh Street 
Evansville 4, Indiana 
IOWA 

The Brooke Company 
916 West River Street 
Davenport, lowa 


KANSAS 

Jobbers, Inc. 

1223 South Santa Fe 
Wichita 11, Kansas 
Salina Supply Company 
302 North Santa Fe 
Salina, Kansas 


KENTUCKY 

Air Conditioning Corporation 
2038 South Fourth Street 
Louisville 8, Kentucky 
LOUISIANA 

Air Conditioning Distributors, Inc. 
1024 Joseph Street 
Shreveport, Louisiana 
Industries Sales Corporation 
4129 Euphrosine Street 

New Orleans 25, Louisiana 


MARYLAND 

Aircon Engineering & Supply Company 
2 Williams Street 

Cumberland, Maryland 

United Clay and Supply Corporation 
3000 Druid Park Drive 

Baltimore 15, Maryland 


MASSACHUSETTS 

Dee Distributing Company 
65 Main Street 

Springfield 5, Massachusetts 
Dow-Pierce, Inc. 

43 Harvard Square 
Charlestown 29, Massachusetts 
MICHIGAN 

The George L. Johnston Company 
1420-32 Holden Avenue 
Detroit 8, Michigan 
MINNESOTA 

Comfortrol Supply Company 
525 Sixth Avenue, Northwest 
Rochester, Minnesota 
Tem-Trol Corporation 

716 South 7th Street 
Minneapolis 15, Minnesota 
MISSOURI 

Marco Sales, Inc. 

119 Church Street 

Ferguson 21, Missouri 
Wholesale Equipment Corp. 
1338 McGee Street 

Kansas City 6, Missouri 


Get the BIG DEAL from the 


Distributor nearest you! 


NEBRASKA 

Air Conditioning Equipment Company 
417 South 10th Street 

Omaha 2, Nebraska 


NEVADA 

Nevada Air Conditioning, Inc. 
710 South Main Street 

Las Vegas, Nevada 


NEW JERSEY 

Montgomery Engineering Company 
322 Hoboken Avenue 

Jersey City 6, New Jersey 


NEW MEXICO 

Air Conditioning Equipment Company 
1613 Second Street, N.W. 
Albuquerque, New Mexico 


NEW YORK 

Air Conditioning Distributors, Inc. 
Butternut Drive 

Dewitt, New York 

Air Conditioning Wholesalers, Inc. 
900 Jefferson Road 

Rochester 23, New York 
Carleton-Stuart Corporation 

237 West 54th Street 

New York 19, New York 

R. J. Murray Company, Inc. 

4021 State Street 

Schenectady 4, New York 


NORTH CAROLINA 
Carolina Conditioners, Inc. 
1649 West Morehead Street 
Charlotte 8, North Carolina 
Thermo-Industries, Inc. 

500 Hoke Street 

Raleigh, North Carolina 


OHIO 

The Hausman Steel Company 

300 Sandusky Street 

Toledo, Ohio 

Refrigeration Equipment Company 
832 South Ludiow Street 

Dayton, Ohio 

Refrigeration Sales Corp. 

701 St. Clair Ave. N.E. 

Cleveland 14, Ohio 


OKLAHOMA 

Swan-Sigler, Inc. 

4601 North Santa Fe Avenue 
Oklahoma City, Oklahoma 


OREGON 

Airefco, Inc. 

2112 South East Eighth Street 
Portland 14, Oregon 


PENNSYLVANIA 

Herre Brothers, Inc. 

6th & Montrose Streets 
Harrisburg, Pennsylvania 
Peirce-Phelps, Inc. 

2000 North 59th Street 
Philadelphia 31, Pennsylvania 
Power Engineering Corporation 
500 Brooks Building 
Wilkes-Barre, Pennsylvania 
Scobell Company, Inc. 

2027 State Street 

Erie, Pennsylvania 

Standard Air & Lite Corporation 
14th & Smaliman Streets 
Pittsburgh 22, Pennsylvania 


CARRIER CORPORATION, SYRACUSE, 



























































































RHODE ISLAND 

Planair Distributors, Inc. 
343 Broad Street 
Providence 7, Rhode Island 


SOUTH CAROLINA 
Climatic Equipment Company 
2-4 Cumberland Street 
Charleston, South Carolina 


SOUTH DAKOTA 

Dealers Air Conditioning Supply, Inc. 
626 Rapid Street 

Rapid City, South Dakota 


TENNESSEE 

Andrews Distributing Company, Inc. 
608 18th Avenue, N. 

Nashville, Tennessee 

A. T. Distributors 

295 Poplar Avenue 

Memphis 1, Tennessee 

Holston Air Conditioning Corp. 

648 Western Avenue 

Knoxville, Tennessee 


TEXAS 

Bell-Kotzebve Distributing Corporation 
1505 East Houston Street 

San Antonio 6, Texas 

Carrier-Bock Company 

2133 Cedar Springs Avenue 

Dallas, Texas 

Carrier-Houston Corporation 

7007 Katy Road 

Houston 24, Texas 

Nunn Electric Company 

1801 Fourth Street 

Lubbock, Texas 

Paul Scheurer Engineering Company 
1318 Eighth Street 

Wichita Falls, Texas 


UTAH 

General Appliance Corporation 
341 Rio Grande Street 

Salt Lake City, Utah 

VIRGINIA 

Automatic Equipment Sales of 


Norfolk, Inc. 


850 Cooke Avenue 
Norfolk, Virginia 
Automatic Equipment Sales of 


Virginia, Inc. 
1737 Summit Avenue 


Richmond 21, Virginia 


WASHINGTON 

Climate Control Company 
S. 104 Division Street 
Spokane 3, Washington 


WEST VIRGINIA 
H. E. Neumann Company 
92 Sixteenth Street 
Wheeling, West Virginia 


WISCONSIN 


J. D. Wilson Company, Inc. 

4831 West State Street 
Milwaukee 8, Wisconsin 
CANADA 

Carrier Engineering, Ltd. 

70 Queen Elizabeth Boulevard 
Toronto, Ontario, Canada 

Howe Equipment of Canada, Ltd. 
1500 Sherbrooke Street, West 
Montreal, Quebec, Canada 


NEW YORK 
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_ ANOTHER FIRST FROM (COLUMBIA), 


A HANDSOME TABLE RADIO—Cordless! Extra large, high fidelity cabinet speaker delivers a rich, PULL-OUT PORTABLE—Fits easily into pocket or 
resonant tone with full volume of larger, more expensive sets. purse. Has its own Alnico V dynamic speaker for 
loud, clear reception of distant stations. 


A HIGH FIDELITY TABLE RADIO PLUS A PULL-OUT TRANSISTOR PORTABLE... POCKET-SIZE, 
POWERFUL...WITH 6 TRANSISTORS AND 2 DIODES. TO RETAIL FOR $4.g% 


COMPLETE 
SEND THIS COUPON TODAY, TO: 


. : a : 
@ 6 transistors plus 2 diodes bring in far-off Columbia does it 1: A completely new idea 


stations as loud and clear as local ones. in radios...another great opportunity for profit. | COLUMBIA PHONOGRAPHS 


@ 2 IF stages plus printed circuit provide The Columbia Transistor Convertible will have 405 Park Avenue, New York 22, N. Y. 
long-life, true-tone fidelity . . . distortion- 


Contact me at once with sample and literature on 
free reception. 


| 
the new sales-building Columbia Transistor Con- | 


a ‘tremendous market with the family, teen- | 
agers, sports fans, boat owners, traveling sales- vertible. 


e Pinpoint tuning selectivity eliminates sta- : ‘ 
tion overlap. men, farmers and the booming gift trade. For ro 
Store me 

Model C610G in two-tone gray with polished complete information and a personal preview 
chromium grille. Model C610R in coral red call your Columbia Phonograph distributor or. | CE ae ey en ee eae | 


and gray with polished brass grille. send coupon today. City Seis om 


The Columbia Transistor Convertible is typical of the advanced COLUMBI A PHONOGRAPH 
product development you can expect from ® S. 





—- 
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IN MID-AMERICA...FOR ALL AMERICA! 


The only coordinated market for home furnishings 


Centrally located in the heart of Mid-America, 
The Merchandise Mart offers the unique advan- 
tages of one-trip, one-stop shopping for everything 
in home furnishings. Because more firms with 
more lines headquarter in The Mart than in any 
other building in the world, you can conveniently 


compare values within each industry—on the 
spot. You can see hundreds of merchandising and 
display ideas for use in retail selling. Comfortably 
air conditioned. Open all year ’round to serve 
your individual business requirements, it’s al- 
ways market day at The Merchandise Mart. 


Be sure to attend the International Home Furnishings Market, Chicago, January 4-15 


THE MERCHANDISE MART 
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Can Downtown Be 


In Alexandria, Va., merchants are 
learning to use the word “blight” 
with ease. 

In Toledo, they talk “shopping 
traffic as a percent of vehicular 
flow.” 

In Detroit, they speak of “de- 
creased assessed valuation in the 
CBD.” 

In Kalamazoo, Mich., they dis- 
cuss their brand new “pedestrian 
mall,” and beam like Maurice Che- 
valier singing “Thank Heaven for 
Little Girls .. .” 



































That’s the fundamental question dealers all over the country 
face today. In many areas, businessmen: think they’ve begun to 
discover the right answers—and in a provocative series of ar- 
ticles beginning in this issue EM Week shows you what those 
answers are—and why you should be interested. 


What haye they got in common? 
They’re all deeply involved in 
bringing back downtown. They rep- 
resent various phases in the cur- 
rent cross-country effort to inject 
Main Street with some miracle drug 
that’ll revive the business pulse it 
once had. The phrases they use are 
all part of the new language of 
“urban redevelopment.” 

Why should you be interested? 
Even more so, why should this ar- 
ticle appear in an appliance dealers’ 
news magazine? 


Because maybe your downtown 
has the blight too. Maybe you’re 
in a sick downtown area and are 
forced to think about relocation. 

Perhaps you have the problem 
that Joe Lederer, veteran G-E deal- 
er in Bridgeport, Conn., has. His 
problem is whether to try to revi- 
talize his business with an expen- 
sive remodeling, whether to move 
to a more expensive downtown lo- 
cation closer to the present main 
stream. or whether to move out of 
downtown ‘into a shopping center. 


Saved? 


As Lederer put it to ELECTRI- 
CAL MERCHANDISING WEEK: 
“So if I decide on a shopping center, 
which one do I go into?” 

If he chooses the west side loca- 
tion does he cut himself off from 
the business in the east end? Will 
the west side support him? Will a 
customer file of 25 years go dead? 

Lederer’s answer is to stay down- 
town and become part of the revi- 
talization of the central business 
district which has supported him all 
these years. Continued on page 52 
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CAN DOWNTOWN BE SAVED continueo 


He is protecting a 25-year invest- 
ment in good will. He’s joined 
the mayor’s downtown planning 
committee. He’s already chairman 
of the downtown merchants com- 
mittee. He has a son. He’s *taking 
the long view to the future of his 
business community. 

There’s another reason too— 
whether you’re a downtown mer- 
chant or whether you’re active in 
the business affairs of your town or 
not. The reason comes from Kala- 
mazoo. The same reason comes 
from both the downtown merchant 
group and from the suburban shop- 
ping center group. They’ve found 
out that two forces are far better 
than one. 

Now that downtown Kalamazoo 
has a new attraction for shoppers, 
the shopping center people promote 
harder to protect the beachhead 
they’ve built. The two forces com- 
bine to double the fundamental re- 
tail effort— namely, to persuade the 
shopper to come out of the house 
and shop. 

If a decaying downtown stops 
attracting customers, they go to the 
outlying center which cuts down 
your chances of catching them. Or, 
stay home, cutting down every- 
body’s chances of catching them. 


The reverse is also true. When 
downtown is again attractive, every- 
body’s chances of catching the re- 
vitalized traffic are improved. 

And in Kalamazoo, there’s a deal- 
er who’s taking further positive 
steps toward improving his chances. 
Schipper’s Service and Appliances 
is located three long blocks from the 
new downtown mall. But, he’s on 
the arterial route from downtown 
to the big shopping on the outskirts. 
Six weeks after the mall’s big 
August opening, Schipper staged an 
opening of his own: a remodeled 
store, doubled in size, pushed by a 
week-long open house, traffic pull- 
ing contest,’ entry blanks, grand 
prize and the works. 

What is a mall? The malls pic- 
tured here and the malls which 
have been publicized recently are 
all rather like icebergs. They are 
the small visible part of something 
much bigger, deeper and more com- 
plex. They’re all parts of urban re- 
development programs which may 
have been preceded by as many 
as 10 years of planning. 

Urban redevelopment means do- 
ing something positive about curing 
the diseases shared by most down- 
town areas of the country. Doing 
something about the decline in 


downtown retail volume is just one 
phase of a larger program. The cre- 
ating of a pedestrian mall is yet a 
smaller phase. The city planning 
experts warn that a mall may pe 
an answer and it may not. It may 
fit one case and not another. There 
may be other and better answers 
than malls. 

But at the moment malls are hot. 
You have a mall when you block 
off a downtown street or streets to 
vehicular traffic so that your cus- 
tomer can walk from store to store 
without interference. She doesn’t 
have to cross at the green. She 
crosses anywhere, anytime. Or she 
can walk in the street. 

That’s the basic mall. But there 
are step-ups too in the mall busi- 
ness. You make it attractive by add- 
ing grass and flower beds, and 
colored sidewalks and trees and 
fountains and pools, shrubbery, 
benches, and statuary, and swings 
for kiddies and colorful awnings 
and you paint the refuse cans. The 
whole idea is to make the mall so 
attractive and exciting that people 
will want to come downtown again 
to enjoy it and also to shop. 

Now let’s put the mall in its prop- 
er perspective. You also make it 
easier to park by adding parking 
areas near the mall. You condemn 
and raze blighted buildings to make 
parking areas. You make it easier 


ELECTRICAL MERCHANDISING WEEK 





to get downtown by building free- 
ways and express routes which let 
the non-shoppers go around and 
bring the shoppers quickly from far 
out, bring them easily and bring 
them close, without the traffic jams 
they now fight. 

Elsewhere in such a program, 
others are worrying about slum 
clearance, cultural development, re- 
zoning, new tax bases, Federal 
financial aid, bond issues. And if 
you read the fine print in most 
plans you’ll find there is also pro- 
vision for bringing the customer 
back downtown to live. 

Urban redevelopment takes talent, 
work and an incredible amount of 
cooperation between theoretical and 
practical experts in local and Fed- 
eral government and the professions 
allied in city planning; between 
the visionary and the hardnose 
whose only contribution is “What 
have you done for me lately?” 

There are perhaps hundreds of 
urban redevelopment projects on 
the boards and in progress in large 
and small cities all over the country 
currently. There are 35 in New 
England alone. There are tons of 
literature available. 

ELECTRICAL MERCHANDIS- 
ING WEEK has chosen a few spe- 
cial cases to show all the things 
that go into bringing back down- 
town. Here they are: 


In Kalamazoo, a Mall Was the First Step 


Merchanis in this Michigan city declared war on 
downtown “blight” by hiring architect Victor Gruen 


who prescribed a “shoppers’ mall” as one solution 


‘cu — 








Downtown Kalamazoo: 


Before and After the Mall 


Urban redevelopment can be started 
by the disgust one feels at the look 
of a slum. 

In the case of Kalamazoo it was 
a look at the figures which helped 
to define the word “blight” as it 
refers to a downtown area. 

Kalamazoo is a city of 85,000 
people and a trading area of 250,000. 


It is half-way between Chicago and 
Detroit. Downtown covers 75 acres 
in a total city covering 25 square 
miles. The growth potential of Kal- 
amazoo is enormous. 

But studies began to show an ero- 
sion in the downtown area. Speci- 
fically, total floor space in the 
downtown was shown to be below 
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11 other comparable cities. Some 86 
acres of floor space was available 
but only 58 acres of it was in use. 

In 1956 two more specific facts 
came to the attention of the down- 
town merchants. During the pre- 
vious year assessed evaluation of 
the central business district dropped 
over a million dollars. Sales were 
slipping. Merchants were moving 
out of downtown, and empty stores 
were staying empty. 

Projections of traffic conditions 
showed that by 1975 the current 
grid of highways and roads would 
be inadequate and clogged. Streets 
were already at peak capacity. One- 
way and elimination of street park- 
ing had not solved traffic jamming. 

In February of 1957, the Down- 
town Planning Committee, Inc., was 
formed as a non-profit organization 
under chairmanship of Garret Van 
Haaften, president of the American 
National Bank. The group’s job— 
with the blessing of Mayor Glenn 
S. Allen, Jr..—was to solicit help 
of city planning consultants. 


TrEELe 
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The group heard Victor Gruen, 
noted New York architect of shop- 
ping centers and an. exponent of 
the mall as an anchor in downtown 
redevelopment. When asked to 
speak on the subject “Is the Mall 
Good for Downtown,” Gruen has 
said: “Yes . .. when ‘downtown’ is 
the urban core of the metropolitan 
area ... when ‘mall’ is a pedestrian 
area surrounded by stores, shops, 
restaurants, cultural, social, busi- 
ness and recreational facilities .. . 
and ‘good’ means that it is good 
for downtown to fulfill all the needs 
of the inhabitants of a metropolitan 
area in a convenient, complete and 
efficient manner.” Gruen continues 
his definitions by telling what he 
belives a mall is not: “A mall is 
not main street with all automobiles 
removed. If it were that simple we 
would have malls downtown every 
day of the year after midnight when 
traffic has ceased. The mall concept 
is not the result of a subtraction 
(namely subtraction of automo- 
biles) but the result of an addition 


of those facilities which are neces- 
sitated by the requirements of a 
successful core area ... The aim 
is to separate pedestrian traffic from 
mechanized traffic . . . and to relate 
these modes of traffic to each other 
in the most advantageous manner 
. .. Separation of traffie . . . repre- 
sents the only possible means for 
(downtown’s) survival, which is 
synonymous with survival of our 
urban culture.” 

Gruen’s master planner, Ralph 
Stephenson, told the Downtown 
group that a master plan taking 
Kalamazoo’s future into 1980 would 
take 27 to 35 weeks to draw and 
would cost three-tenths of one per- 
cent of the $15 million assessed 
evaluation of downtown. 

The group gathered $40,000 from 
120 member pledges and signed 
Gruen whose eventual plan “Kala- 
mazoo 1980” included a mall. 

In the fall of 1958, the downtown 
merchants got together as the Down- 
town Kalamazoo Association and 
pressed the city fathers for imple- 


Aerial view of downtown Kalamazoo shows how traffic has been routed around m-'ls. 
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mentation of the plan. It was de- 
cided that Stage One would be 
started with a three-block pedestri- 
an mall in the heart of downtown. 
The $60,000 cost of construction 
would be borne $30,000 by DKA and 
$30,000 by the city, after figuring 
how the charter permitted it legally 
to close a street to traffic. Further, 
the city would launch a program to 
acquire property worth $625,000 
to create 250 more parking spaces 
(they lost 90 in closing the streets) 
within two blocks of the mall, 
bringing the downtown total up to 
6,400 off-street parking places and 
1,240 on-street. 

Traffic was routed around the 
mall. Stores and shops on two of 
the streets were delivery-serviced 
through alleys at their rears. One 
block is serviced from either end in 
off hours. The city takes care of the 
flowers and the snow. 

DKA members collected their 
$30,000 by assessing non-retail ten- 
ants $25 each and retailers from 
$100 to $3000 according to volume. 

Mall construction began June 1, 
and the 880-foot mall opened with 
a four-day kickoff on August 16 of 
this year. The first permanent pe- 
destrian mall in the merchandising 
world, it pulled 50,000 people in 
four days, 15,000 of them on Friday. 

EM WEEK visited the mall a 
month after it opened. We could 
find only one merchant unhappy— 
a camera dealer half a dozen doors 
off the mall itself. He paid $156 for 
his DKA decal and feels the whole 
effort would have been better spent 
in creating more parking. Other 
merchants (all are typical 100 per- 
cent locations for convenience goods, 
soft goods, apparel, jewelry, drugs, 
sundries and variety store merchan- 
dise) are delighted with the veri- 
table fairlyland at the front doors 
and parking at their rears. 

The closest we could get to a 
hardgoodsman was the manager of 
the Montgomery Ward store on the 
mall. His figures were 18% ahead 
and “It was. just like Christmas 
Week out there last Saturday.” 

If the mall has a problem “it’s 
psychological,” in the opinion of 
Kalamazoo’s newspaper editor 
whose office window commands the 
new and colorful vista. ‘“There’s 
plenty of parking space. Some of it 
is two blocks away. People think 
it’s too far, but don’t realize how 
far they walk from shopping center 
parking.” The camera man would 
counter: “Yeah, but it still isn’t free 
here.” 

Because it’s the first live, working 
model of a long-time favorite theory 
of city planners, Kalamazoo’s mall 
is a laboratory which attracts a 
steady stream of brass from many 
fields. On any given day this fall 
at the Kalamazoo airport you might 
be waiting with a group including 
mayors from four far-flung cities 
and their Chamber of Commerce 
chiefs, a brace of architects from 
Europe, a team of merchandising 
specialists from a national chain 
headquarters, a reporter with a 
Madison Avenue hat, another with 
Texas boots and camera equipment 
enough to fill two taxis. And the 
following day you'd see them all 
again in Toledo, if they hadn’t just 
come from there. 

Next week, we'll take you to To- 
ledo—and to Alexandria, Va.,—for 
a close look at two more efforts 
aimed at providing an affirmative 
answer to the big question: Can 
downtown be saved? 




















appliances are 
powered with... 


Lamb Electric 


SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER 


MOTORS 
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Skeleton frame motor for 
vegetable juicer. Frame 3%. 
x 1%. 


The quiet, dependable 

operation of appliances equipped 
with Lamb® motors 

makes them easier to sell... 


assures faster turnover 





... builds customer good will 


% Horsepower motor with —all factors which result 
two-stage fan—the standard 
for high performance 
domestic canister-type 


cleaners. 


in increased store profits. 





This is one of the reasons 
why more and more dealers 
are stocking—and featuring 
—appliances powered. by 


Lamb Electric. 





Four-pole permanent split 
capacitor motor for fan 
drives, such as hair dryers. 
Frame 4% x 14. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 


A Division of American Machine and Metals, Inc. 
in Canada: Lamb Electric— Division of Sangamo Company Ltd.—Leaside, Ontario 
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_ Target: New Jersey “Superama” parking lot 





$500,000 in Five Days 


The scheme sounds simple enough 
on paper. But it took weeks of be- 
hind-the-scenes planning and plenty 
of pre-advertising for Atlantic Su- 
perama, New Shrewsbury, N. J., to 
quintuple its business during this 
five-day promotion. 

Here are some details of the Su- 
perama_ promotion: 


e Small plane dropped coupons 


ELECTRICAL MERCHANDISING WEEK 
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Thursday, Friday, Saturday at 7 
pm; Sunday and Monday at noon. 
e Free gifts included five vacations 
to Miami Beach, five 21-inch tele- 
vision sets, over 15,000 discount cer- 
tificates. 

e Superama staged special sales 
throughout its 30-odd departments. 
e 75,000 people took part during the 
five days; 90% used coupons. 
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G-E REFRIGERATOR MODEL BP-IST 


G-E Refrigerators—Freezers 


Top refrigerator-freezer Frost-Guard, 


no-frost model BP-15T features 
an automatic ice maker that is 
plumbed into water system; au- 
tomatically fills with water, 
freezes and ejects ice cubes into 
storage container and furnishes 
6 lbs. ice cubes which are auto- 
matically replaced as used. BG- 
15T has same features with a 
freeze-n-store ice server with ice 
cube ejector instead of ice 
maker; both models have 15-cu.- 
ft. capacity; roll-out freezer; 3 
adjustable, shelves, swing-out 
vegetable bins, butter condi- 
tioner and egg trays; adjustable, 
removable door shelves; foot 
pedal door opening; Straight 
Line, no-coil on back design. 
Two other Frost-Guard, no-frost 


models, GG-13T and BGS-13T 
models also have roll-out freezer 
that glides on nylon rollers; 
Straight-Line design; in addition 
3 Straight-Line models are avail- 
able in 28-in. width (BK-1I1T, 
BB-11T and BA-11T) for small 
apartments. Changeable door 
panels is another 1960 refrigera- 
tor feature, and are available in 
5 mix-or-match colors, plus spe- 
cial finishes of brushed alumi- 
num, coppertone and simulated 
wood grains to harmonize with 
wooden panels, or covered with 
wallpaper to match kitchen walls 
in two top models. 

Door panels can be applied 
quickly and easily, and fit snugly 
under decorative stainless steel 
trim strip. 
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G-E FROST-GUARD FREEZER 





G-E Ranges: New Surface Lnits 


Twelve free-standing range line in- 


cludes 6 40-in. and 6 30-in. mod- 
els; featured on 4 models is a 
new Sensi-Temp automatic sur- 
face unit providing accurate au- 
tomatic heat control that makes 
any pot or pan automatic; mod- 
els with Sensi-Temp are double- 
oven J-408, single oven J-308, and 
2 medium-priced models, 40-in. 
J-404 and 30-in. J-304. 


Double oven Deluxe model J-408 in 


addition, features Sensi-Temp 
dial control which permits infi- 
nite choice of unvarying heat 
settings; family-sized automatic 
rotisserie; window oven door; 
meat thermometer; easy-to-read 
Dinner Dial oven controls. Ovens 
consist of a 23-in. Master oven 
and an 11-in. 2-shelf Thrift oven. 


Deluxe 30-in. range J-308, has Mas- 


ter oven; automatic rotisserie; 
windowed door; Sensi-Temp; di- 
al control and Dinner Dial oven 
controls; both deluxe models 
feature simplified automatic oven 
timer with 2 easy-to-set dials; 
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G-E MARK 27 BUILT-IN RANGE 


automatic oven timer controls 
oven or automatic outlet. 


Aluminum griddle, placed over Sen- 


si-Temp on left rear units oper- 
ates automatically by “Griddle 
Key” control; floating design of 
backsplasher on 2 deluxe mod- 
els includes “Keyboard” controls 
with wide comfortable keys that 
control surface-unit settings and 
are arranged in 2 banks—front 
units forward, back to rear; 
Sensi-Temp keys include the 6-8 
in. selector switch and griddle 
control, keys for other surface 
units control 5 precise heat set- 
tings for each; both Keyboards 
have Telacook light system 
which indicates by color which 
settings are operating Back- 
splasher drops forward for easy 
servicing. J-408 and J-308 come 
in mix-or-match and white. 


Medium-priced models have Sensi- 


Temp; 6-8 in. selector switch; 
rotary dial; deluxe automatic 
oven timer; standard and auto- 
matic appliance outlets; push- 
button surface-unit controls and 
oven switches; windowed oven 
doors; Starlight gray oven liner; 
both have 23-in. Master ovens; 
J-404 comes in white; J-304 in 
mix-or-match plus white. 


Common to all 12 free-standing mod- 


els is removable oven door; 
no-drip cooktop; focused heat 
broilers;-hinged bake units; coh- 
venient pushbutton controls for 
surface units; Hi-speed Calrods, 
and Straight-Line design. 


Built-ins highlight the Mark 27 1- 


piece unit with 21l-in oven and 
4 surface units; recessed 1-piece, 


cook-top; remote controls; mix- 
or-match colors and white. Three 
wall ovens include a deluxe dou- 
ble oven with top-mounted con- 
trols and a deluxe single oven, 
both with automatic rotisseries, 
meat thermometer, window; 
available in coppertone, chrome, 
mix-or-match colors. 

A selection of coordinated cook- 
tops in mix-or-match or stain- 
less; a deluxe ventilating hood 
with eye-level pushbutton con- 
trols for surface units is also 
available in coppertone or satin- 
chrome finish. 


“Patio Cart” is a deluxe charcoal 


barbecue and serving center in 
roll-about, canopied cart on 
wheels; takes up less than 3x5-ft. 
floor space and contains an elec- 
tric range on one side, a char- 
coal barbecue on other side, plus 


2 drop-leaf serving centers plus 
room for more than one cook to 
maneuver; cabinet of matched 
redwood panels; vinyl canopy 
top with pleated trim (82x43 in.) 
protects from rain or sun; 
mounted on collapsible alumi- 
num frame, it can be removed or 
tilted; built-in range includes 2 
Calrod surface units; a thermo- 
statically controlled aluminum 
griddle; deluxe oven with auto- 
matic rotisserie; removahie broil 
unit and hinged bake unit; re- 
mote control panel; removable 
oven door with glass window. 
Deluxe built-in charcoal cooker 
has 2 electric spits which roasts 
hams or turkeys; broiling grate 
makes it possible to grill steaks 
at same time; large, wide-faced 
rubber tires; needs only a 220- 
volt outdoor plug-in outlet. 





G-E Dishwashers Use a ‘‘Power-Shower” 


Power-Shower, a small, whirling de- 


vice that looks like a boomerang 
provides extra, top washing ac- 
tion—it swirls a stream of hot 
water down over dishes while 
rotating impeller at bottom 
shoots water up at high velocity 
producing top and bottom wash 
action; 5 models in line include 
3 Custom 3-cycle Mobile Maids 
(left) and 2 undercounters; Cus- 
tom Princess 24, and Custom 4- 
cycle model; pushbuttons regu- 
late wash needed: (1) provides 
a gentle wash for fine china or 
glassware; (2) vigorous wash for 
utensils, pots, pans, etc.; (3) av- 
erage mixed load of dishes and 
glassware (4) pushbutton opens 
dishwasher. 


Features include easy-to-load racks; 


vinyl-cushioned tub; flushaway 
drain; power-pre-rinses; Mobile- 
Maid glides on wheels; all have 
3-cycle action; 1 model has spark- 
ling rinse dispenser to prevent 
spotting; another has maple cut- 
ting board top. 


Woodtone brown escutcheon on top 


of 4-cycle Custom has indicator 
lights—1 light flashes red during 
rinsing and wash cycle; another 
flashes red during dry cycle; 
comes in mix-or-match or 5 
woods, white, brushed or copper- 
tone finishes; detergent dispen- 
ser near top-front inside auto- 
matically measures and injects 
proper amount of detergent 
needed. 


G-E Disposalls: 
1960 Super-Grind Disposalls feature 


Carboloy cutter and a sound 


shield for quiet operation avail- 
able in continuous feed, FC-80, 
and Safety Twistop model FA- 
90. Sound shield muffles normal 
grinding noise; Carboloy cutter 
chips bones and other hard food 
wastes faster and finer allowing 
them to be washed away; fly- 
wheel, shredding ring, impellers 
all combine to give fast fine 
grinding action. Super. ‘Quiet 
models have tapered, unbroken- 
line ljook—upper portion of outer 
casing is silver machined metal; 
lower part enameled blue. 


Carboloy cutter also available in 2 


other models FC-40 and FA-60 
with conventional disposer sty]l- 
ing in tan and textured finish 
brown. All Disposalls have key- 
hole-type mounting assembly. 
General Electric Co., Appliance 
Park, Louisville 1, Ky. 
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G-E TELECHRON “COLONIAL TIMES” 207! 


G-E TELECHRON 
Cordless Clocks 


Two G-E Telechron clocks, “Show- 


Piece” and “Colonial Times,” 
with new battery-operated move- 
ment are announced. 


“Colonial Times” is an authentic 


early American design. 


“Show Piece” has a case in fruit- 


wood or walnut finish with con- 
vex dial. 


No cord and no winding featured in 


both models; battery-operated 
movement has __ self-contained 
timing mechanism; powered by 
one “D” battery, standard flash- 
light size lasts up to 9 months. 


Prices, “Show Piece,” $29.95; “Colo- 


nial Times,” »$49.95. Clock and 
Timer Dept., General Electric 
Co., Ashland, Mass. 
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CARRIER “SCEPTRE" CONDITIONER 


CARRIER 
Air Conditioners 


Carrier announces 20 room air con- 
ditioners for their 1960 line, fea- 
turing re-design inside and out, 
lighter, slimmer, quieter, larger 
capacities and easier installation. 





Seven different model lines range 


from portables to units with ca- 
pacities to 18,000 Btus and mo- 
bile home units. Sceptre “in- 
stall-it-yourself”, series weigh 
115 lbs., are 14 in. deep with ca- 
pacities from 7,000 to 9,600 Btus; 
can be fixed in window with 
simplified mounting _ brackets. 
Imperial series have big cooling 
outputs to 18,000 Btus. 


Regal heat pump line shifts from cool- 


ing to heating at turn of switch; 
portables also serve as heat 
pumps when turned around in 
window. 


Styled by Raymond Loewy, a por- 


tion of grille is held by magnets, 
can be lifted for filter replace- 
ment, etc.; top section deflects 
air upward in normal position 
or can be tilted forward for hori- 
zontal airflow. Carrier Corp., 
Syracuse, 1, N. Y. 





KNAPP-MONARCH 
Redi-Oven 


Knapp-Monarch’s new Redi-Oven is 


big enough to cook a 3-lb. roast, 
a full 8-in. pie, or 3 TV dinners 
at once; fits into most any table 
setting without crowding. 

“Dial-A-Recipe” control shows 
fingertip setting ‘or cooking tem- 
perature for each type of food 
to be cooked. 

Pre-set “Bake-A-Matic” timer 
rings bell when cooking time is 
reached; keep-warm settings 
hold food for convenient service 
from sliding drawer, porcelain 
enamel interior; insulated body 
keeps heat inside; chrome finish; 
1150 w, ac only; unit 14% in. long, 
10-in. wide; 6% in. high 





Price, $34.95. Knapp-Monarch Co., St. 
Louis. 


PREWAY Split-Level Oven 


Preway presents another built-in 
oven, No. 1309 “split-level” or 
double electric Wallchef oven; 
automatic, it is capable of turn- 
ing out a full meal including 
baked dessert with its 2 ovens 
and clock controls; rotisserie 
unit can be operated in conjunc- 
tion with automatic temperature 
control if desired; automatically 
or manually operated; upper gi- 
ant oven has 5635 cu.-ft. capacity 
with 3000-watt broiler and 1800- 
watt bake element; lower oven 
has 1800 watt bake element; 
both have dawn-gray porcelain 
interior; slide-out spatter shield 

protects ceiling from grease. 

| Overall size 40% in. high, 22% in. 

wide, 25 in. deep; fits cut outs 








401%4x214%2/4%x23% in; available 
in copper, stainless steel or pink, 
yellow, turquoise or white. 
Price, $271.95 Preway Inc., Wisconsin 
Rapids, Wis. 








G-E Stereo Hi-Fi Consoles 


A series of stereo-Musaphonic hi-fi 


console phonos in genuine wood- 
veneer cabinets and a new ex- 
tension speaker system in 3 
hardwood-finish cabinets to match 
phonos is introduced. 





G-E STEREO-MUSAPHONIC HI-FI RCI24! 


Available with or without an AM-FM 


tuner, these console phonos are 
designed to combine a _ record 
changer, speaker system, dual 
amplifier and diamond stylus in- 
to a complete stereo hi-fi sound 
system; phono cabinet in con- 
temporary has grille cloth, con- 
trol panel and changer compart- 
ment in coordinated colors; gold 
finished metal legs. No. RC1240, 
blonk oak; No. RC1241, walnut; 
RC1242 mahogany veneers. 


A dual channel amplifier provides 


20-watts peak undistorted stereo 
power with 25 to 20,000 cps re- 
sponse; 4 speakers in two sys- 
tems each with crossover net- 
work for stereo sound; each sys- 
tem has an 8-in. speaker for low 


and mid-range frequencies; a 4- 
in. tweeter for high; infinite bal- 
ance control; any record, any 
size, or speed can be played au- 
tomatically on 4-speed turntable; 
hi-compliance ceramic flipover 
stereo cartridge, diamond LP 
stylus for conventional and 
stereo microgroove records; sap- 
phire stylus for 78 rpm; 2 stereo 
output jacks for extension speak- 
ers; 2 input jacks into which 
taners can be plugged and oper- 
dated through unit’s separated 
sound system; input and output 
jacks can be used with tape re- 
corder; AM-FM tuner is included 
in No. RC1250, RC1251 and RC- 
1252; fine AM-FM tuner mounted 
in changer compartment with 9 
tubes plus rectifier; afe » FM; 
built-in AM and FM antennas. 





G-E EXTENSION SPEAKER SS5 


Speaker systems to match con- 
soles have 2 G-E Dynapower 6%- 
in. speakers with moisture-proof 
aluminum voice coils; 15-ft. cord 
for greater sound separation; 
SS5, blond oak; SS6, walnut; 
SS7, mahogany. General Electric 
Co., Radio Receiver  Dept., 
Bridgeport, Conn. 
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ZENITH FM-Radio 
Zenith Major, a new low-priced, FM- 


only table-top radio provides big 
set tone in small compact table 


model; new tuner designed for 
Major permits “on-station” tun- 
ing; 2-gang ‘permeability tuning’ 
circuit helps keep it tuned vir- 
tually drift-free; audio “feed- 
back circuit with 4-in. speaker 
extends tonal response; circuits 
automatically “boost” bass _ re- 
sponse for full bass tones. 


Line-cord type antenna; provision for 


adding outside dipole antenna 
where FM reception might be 
impaired by distance from sta- 
tion, etc. Designed for use as 
“first” or “extra” FM as well as 
FM-only. 

AC-DC set, modern design with 
finished all-round contour cabi- 
net in choice of gray or cham- 
pagne gold ... Price, “none- 
given.” Zenith Radio Corp., 6001 
W. Dickens Ave., Chicago, 39. 


ZENITH Transistor 
Portable Radios 


Zenith announces 2 new all-transis- 
tor, portable radios, Royal 755 
and Royal 710, designed to pro- 
duce “big-set” power and tone. 
Both sets have undistorted 275 
milliwatt output; engineered to 
tune-in hard-to-get stations; op- 
erate on trains, planes, autos, 
boats. Both sets have built-in 
Wavemagnet antennas; 4-in. 
speaker coupled to special “feed 
back” circuitry; vernier tuning; 
“pin-point” station selection; 
both use set of 6 “C” type flash- 
light batteries providing up to 
350 hrs. playing time. Royal 755 
also equipped with tuned radio 
frequency stage with 3-gang 
condenser; Benedictine brown 








ZENITH ROYAL No. 755 


top grain leather cabinet. Royal 
710, saddle brown permawear; 
both have matching double 
thickness carrying handles. 


Price, $79.85 and $59.95 for Nos. 755 


and 710 respectively. Zenith Ra- 
dio Corp., 6001 W. Dickens Ave., 
Chicago, 39. 
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SPIRITED V-M STYLING! 
A magnificent marriage with fine furniture 


VIRTUALLY every fine furniture style that The sensational 'Stereo/Modular’ Series, Models 580, 581, 582 
tier cintnties witht Wanan dimalinel, eile Exclusive V-M modular construction means limitless “arrangeability”! 
tional to Contemporary . . . from Provincial to These magnificent instruments are beautiful integrated consoles—or the 
Scandinavian—the V-M exclusive design char- speaker enclosures can be separated for the stereo effect — the 
acteristics are packed with spirit, inspiration, listener best. All three contain: famous V-M ‘Stere-O-Matic”™ 4-speed 
SELL! They sell, too, as they thrill with their changer, 4 speakers: two 12” woofers, two 3.5” tweeters. Dual-Channel 


sparkling stereo reproduction—make every mon- Amplifier provides 30-watts peak pouw output. : 

V-M Model 582. American Traditional in Genuine Cherry. $365.00f List 

? ie i V-M Model 580. Modern styling in Walnut or ‘Sahara’ Blonde in Genuine Fine Hard- 

this exciting V-M line, you’ve got what it takes woods. Complete with 12 legs for creating either complete console or 3-piece system. 

to chalk-up peak sales and profits! $350.00f List 
V-M Model 581. Provincial styling in Genuine Mahogany $360.00} List 


ophonic record sound better than ever. Here, in 
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V-M High-Fidelity Stereophonic Console, Model 912 V-M High-Fidelity Stereophonic Console, Model 815 
Scandinavian Contemporary design in Genuine Walnut or American Traditional styling in Genuine Cherry. Dual-‘Stereo- 
‘Sahara’ Blonde. Dual-Directional Speaker System: two 12” Directional’ Speaker System: two 12” woofers, two 3” tweet- 
woofers, two 3.5” tweeters. Dual-Channel Power Amplifier: ers. Dual-Channel Power Amplifier—40-watts peak. 

40-watts peak. AM-FM Tuner with A.F.C. $279.951 List 
Model 912 in Walnut $409.95) List 
Model 912 in Blonde $399.951 List 
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fSlightly higher in the West 
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AMOUS FOR THE FINEST IN RECORD CHANGERS, PHONOGRAPHS AND TAPE RECORDERS 


. oh eee ar 
LO a! “ ‘i es: OE 1a 











58 NEW PRODUCTS 








Stock the complete 





HROMALOX LINE 





Microtube” Range Surface Units— 
4 adaptor ring sizes and 2 Micro- 
tube sizes service ony standard 
range. Service more ranges with 
smaller inventory. 





Chr jeox Table Rang Com- 
poct, with big range features. 
Fast, top performing Microtube Ii 
ynits. Single unit models, 1200 to 
2100 watts; Double unit models, 
2400 to 4200 watts. 120, 208 


Thermostats—Just two replace- 
ment thermostats to service all 
makes of electric water heaters 
. «+ Single-throw and dou- 
ble-throw styles—can 4 

be screw or clamp 

mounted. 


Chromalox Charcoal Light- 
er—110-120 volt AC or DC. 
6 feet of moisture-proof 
neoprene cord. Glowing fire 
in a few minutes. Light- 
weight, easy to handle, 


Chromalox Rod Bake Unit—2 sizes 
with all-purpose mounting plates fit 
all regular and wide ovens with ter- 
minal openings centered in back wall. 
Simple installation. Also 4 plug-in 
bake and broil units with standard 
terminal spacing. 


Immersion Water Heater Ele- 
ments—Flanged eleme'!s fit 4- 
bolt, 6-bolt, and 2-bult tank 
fianges, 600 to 60C0O watts. 
Screw plug elements for |- and 
1%-inch pipe thread sizes, 750 
to 3000 watts. 


Thermwire—Selection of ca- 
ble, tape or band, all com- 
pletely sealed against mois- 
ture for indoor-outdoor 

use Most types com- 

plete with cold 

lead and plug. 

30 to 800 

watts. 


Wrap-Around Water Heater Elements—Fit 
tanks 101%” through 22%” diameter with just 
10 elements, 750 to 3000 watts in 236 volts, 
and 3 elements, 750 to 1250 wotts in 118 
volts . . . using the Chromalox patented exten- 
sion strap system. 





Chromalox Pail Re: 


er—Hot water wher- 
ever there is an electric 
outlet. 1ISOOW 120V 
gives fast heatup in 
standard 5 gal. pail. 
Handy at dairy barns, 
filling stations, race 
tracks, cabins. 





Chromalox Portable Heaters — 
Electric range type 
element. Quiet. No 
TV interference. 
Self-aligning bear- 
ings. Various styles, 
wattages ... some 
with built-in ther- 


mostats. 












EDWIN L. WIEGAND COMPANY 
7525 THOMAS BLVD., PITTSBURGH 8. PA 




















KELVINATOR NO. K77M 


Seven new 1960 refrigerators are an- 


nounced by Kelvinator; new 
models include Foodarama, an 
18-cu.-ft. upright freezer and 
automatic defrosting refrigera- 
tor; other models range from. 
13.1-cu.-ft., 2-door refrigerator- 
freezers down to 9.5-cu.-ft. “Space 
Savers.” 


Available in pink, buttercup, tur- 


quoise or white exteriors; inte- 
rior dvor and trim in blue-green 
glacier tint. 


Two-door No. K77M has 13.1-cu.-ft. 


capacity; automatically defrost- 
ing fresh food compartment 
with 10.2-cu.-ft. capacity; twin 
porcelain  crispers; “package- 
pantry” for pre-packaged fruit 
and vegetables; 100-lb. separate 





MATHES Air Conditioners 
One standard, 2 deluxe, 2 Gold Me- 


G-E Washer-Dryer Has 
a Bleach Dispenser 


G-E’s 1960 washer-dryer combination 
“features a newly designed bleach 


dispenser with chrome-faced, 
easy-to-reach funnel opening 
mounted on front of unit; bleach 
is automatically diluted and fil- 
tered into clothes load; flexible, 
each function can be used sep- 
arately; automatic water saver 
and positive fill automatically 
measures amount of water 
needed for proper washing of 


- any load from single sheet to 


full family-sized load. The new 
washer-dryer combination is 
available in either free-standing 
or under-counter models and in 
either mix-or-match colors or 
white. Size: 43 inches overall 
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KELVINATOR 1960 Refrigerators 












KELVINATOR NO. K75™ 


freezer plus 2 ice trays with 
storage rack; magnetic door gas- 
kets; glacier tint blue-green in- 
terior finish. 


Single door K75M has 11.6-cu.-ft. 


capacity with 68-lb. food freezer; 
waist-high porcelain’ crispers 
stacked for more height between 
shelves; “package-pantry”  bot- 
tom shelf; door storage includes 
egg trays, butter and cheese 
chests and 3 shelves; permanent 
magnet door seals; separately 
insulated and refrigerated freez- 
er has 2 ice trays with built-in, 
pull-up release levers and ice 
tray storage rack; available in 3 
exterior colors plus white. Kel- 
vinator Div., American Motors, 
Detroit 32. 








height; 30 inches wide; 24% 
inches deep. 
General Electric Co. 
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dallion and a heat pump model 
comprise the Mathes 1960 room 
air conditioner line. Gold Medal- 
lion Special Custom and Super 
Custom models 1350C and 2390C 
have 1l- and 2-hp capacity, her- 
metic compressor; thermostat 
control; aluminum “slide-in” 
housing; phenolic laminated base 





for ease of installation; perma- 
nent filter; multi-speed air yvol- 
ume control; maple or limed oak, 
walnut, mahogany, ebony-white. 


Heat Pump model 1050P has 1-hp 


capacity, 10,000 Btus cooling and 
heating capacity; switches from 
cooling to heating and back again 
automatically, turns on reverse 
heating element; automatic de- 
frost cycle prevents “icing up”; 
multi-speed volume control. 


Deluxe models 1050D and 1700D 


l- and 1%-hp respectively with 
10,500 and 17,000 cooling capaci- 
ty; heavy duty compressor; phen- 
olic laminated base; permanent 
filter; automatic thermostat; di- 
rectional aid flow louvers; multi- 
speed fan control; mahogany or 
Tropic. The Mathes Co., Div. 
Glen Alden Corp., Ft. Worth, 
Texas. 
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This perky portable 
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for super stereo 
and super sales! 


V-M’s sensational new self-contained stereo portable 


The two sections of this handsome case easily separate for superb 
stereo! Half of the unit is the V-M precision automatic phonograph 
that plays ALL Stereo records. Plays 33 and 45 rpm records, too, and 
makes them sound better than ever—as do all V-M stereos. The other 
style-matched half is the second speaker. It’s light as a feather— 
weighs only 19 pounds. And best of all—it’s priced to sell in volume! 


SELL THESE SMASH-HIT STEREO PORTABLES! 





V-!/A 4-Speed Self-Contained Stereo 
Portable, Model 312—two 51,” speak- 
ers in each section. Famous V-M ‘Stere- 
O- Matic’™® 4-Speed Automatic Changer 
—plays both stereophonic and mono- 
phonic records—all speeds! Blue and 
White Leatherette $109.95¢ List 


the oice 


_V-M CORPORATION * BENTON HARBOR, MICHIGAN * WORLD FAMOUS FOR 


V-M 2-Speed Stereo "45" Portable, Model 
301—Each section contains 6-inch speaker. 
Famous V-M automatic record changer 
plays stereo and monophonic 45 and 16 rpm 
records. Power output: 8-watts peak. De- 
lightfully styled in Charcoal Gray and White 
Leatherette $59.95 List 


V-M 'Ultra-Deluxe’ Portable High-Fidelity Stereo- 
phonic Phonograph, Model 557—Fashion-styled 
handle contains controls. Famous V-M Stere-O- 
Matic® 4-Speed Changer plays records of all types. 
Big 8” and 5” x.7” speakers. Blue-Gray ‘Fabri- 
koid’® case $139.95 List 


MATCHING V-M AUXILIARY AMPLIFIER-SPEAKER, 
Mope 162 


+Slightly higher in the West 


MV of usic 


*T.M. of V-M Corp. 


THE FINEST IN RECORD CHANGERS, PHONOGRAPHS AND TAPE RECORDERS 
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"TUBE INVENTORY DOWN 307, 


... from using General Electric’s PROFIT* Program. 
That’s the dollar-saving, income-building record of Chicago 
_ partners Robert Knudsen and Harold Russell! 


% Programmed replenishment Or inventory Turnover 


“We're moving more tubes thanever, Knudsen and Russell add, “Now our 
with a stock one-third less. Inven- tubestock’s geared to our needs. And 
tory turnover is that much higher, it stays that way—plenty of fast- 
which shows in increased profits.” selling types, a minimum of slow 
The two busy partners of Tel-Rad movers. The distributor’s weekly re- 
TV Sales-with-Service, 5839 Bel- ordervisit takes care of everything.” 
mont Ave., Chicago, name this as_ No stock-taking or clerical work by 
their principal benefit from General the partners is involved. This saves 
Electric’s new PROFIT* Program. them time for profitable repairwork. 


Another big saving—space! The You too can increase turnover and 
compactness of the General Electric boost income with General Electric’s 
Inventory Rack means thataservice new PROFIT* Program. Available 
dealer can do away with 50 to 60 feet with the purchase of tubes from your 
of shelving. Furthermore, the at- G-E tube distributor. See him today! 
tractive, organized display of tubes Distributor Sales, Electronic Com- 
gives the shop a modern and profes- ponents Division, General Electric 
sional-looking appearance. Company, Owensboro, Kentucky. 








TEL-RAD’S SERVICE WORK 


doesn’t stop while tube stocks 
are being checked. Here 
Richard Schlueter (facing rack 
in picture at left), salesman for 
Melvin Electronics, General 
Electric tube distributor, in- 
spects the PROFIT* tube 
inventory for types to re-order. 
Schlueter does this job weekly, 
handling all routine and paper- 
work—thus saving valuable 
time for Knudsen and Russell. 
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OUR SALES ON THE INCREASE!" | 
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From UNIVERSAL! Never before an offer like this! 


— oo a a 


..eand in addition, they get a 


i ROTISSERIE FREE: 


Worth 325-—factory built-in, motorized and fully-automatic 


GOLD STAR/'s 
AWARD /- 


MODEL 


5 on this new 36-inch GOLD STAR AWARD gas range 


























LIMITED 
OFFER! 


FEATURES INCLUDE: 
* “Burner-with-a-Brain" 
* Timer-clock 

* Fully-automatic Ignition 
* “Air-conditioned” Oven 
*% Smokeproof Broiling 





! 
COMPLETE PROMOTIONAL MATERIAL READY NOW! 


i 


See your Cribben and Sexton man or call the factory now! 


UNIVERSAL 


CRIBBEN AND SEXTON COMPANY, a subsidiary of the Waste King Corporation * 700 N. Sacramento Bivd., Chicago 12, Illinois * Phone VAn Buren 6-4600 








ELECTRICAL MERCHANDISING WEEK 





NOVEMBER 23, 1959 


FRIGIDAIRE Refrigerator-Freezers: Frost-Proof; Sculptured Sheer Look 
Outstanding in Frigidaire’s 1960 line 


MPERIAL FPI-15B-60 





In 


are the new refrigerator-freezers 
with Frost-Proof,~ no-frost sys- 
tems, plus a new “sculptured 
sheer look” exterior, functional 
in design, blending classic, 
squared-up styling with decora- 
tive open circled filigree and 
metal sculpturing on doors. 

the 14-model line, Frost-Proof 
freezing systems are incorporated 
into 4 models: newest is FPI- 
13B-60, a 13-cu.-ft., 2-door Im- 
perial with large bottom freezer; 
FPI-15B-60, a 16-cu.-ft. Imperial 
has large bottom freezer; other 
Frost-Proof models are Imperial 
FPI-13T-60° and Deluxe, ._FPD- 
13T, both with full-width top 
freezers. 

refrigerators have new magnetic 
seal which silently pulls and 
hugs door shut; new meat stor- 
age drawer that keeps meat fresh 
to 7 days; newly designed alu- 
minum rod, pull-out storage 
shelves; scientifically designed 
storage including facilities for 
12 eggs, dairy products, fresh 
vegetables; bottled goods, etc; 
plus a deep shelf for %-gal. milk 
containers; some models have 
built-in ice ejectors. 


The complete line includes 3 Super 


conventionals with 9-cu.-ft. ca- 
pacity; 3 Deluxe conventionals, 
two, 10.9-cu.-ft. and one, 13-cu.-ft.; 
4 Deluxe combinations with 
freezers at top; and 4 Imperials: 
FI-13T-60, a conventional 2-door 
with freezer at top; FPI-13T-60, 
Frost-Proof; FPI-13B-60, 2-door, 
Frost-Proof with freezer at bot- 
tom; and FPI-15-B, 2-door, Frost- 
Proof with bottom freezer. 
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Imperials and 1 Deluxe are available 


in Aztec copper, charcoal, tur- 
quoise, yellow, pink and white; 
refrigerators available with right 
cr left-hinged doors; optional 
porcelain enamel exterior. 


Prices, Super models, from $199.95 to 


$229.95; Deluxe models, from 
$219.95 to $499.95; Imperial mod- 
els, from $489.95 to $699.95. Frigi- 
daire Div., General Motors Corp., . 
Dayton 1, Ohio. 


SCULPTURED SHEER STYLING 





FRIGIDAIRE CUSTOM IMPERIAL RCL-75-60 


FRIGIDAIRE Ranges: Pull Out Ovens 


Featured in the 11 model 1960 range 
line is the Custom Deluxe RCD- 
71-60 and RCL-75-60 Custom Im- 
perial, 40-in. models with 2 easy- 
to-clean, pull-out ovens. Other 
new models are RDD-20-60, 40- 
in. pull-out with divided top; 
and Custom Imperial 30-in. pull- 
out with French doors. 

Infinite heat controls for surface 
units; dark blue and silver il- 
luminated high-back panels have 
chromium, plastic, glass and alu- 
minum trim; switch knobs ta- 
pered to fit fingers, removable 


for easy cleaning; grouped 
switches and controls: oven con- 
trols, left, surface switches right. 

Top models feature automatic, spat- 

ter-free broiler; optional rotis- 
serie; automatic cooking and time 
signals in 9 of 11 models. 
Line consists of 30- and 40-in. 
models in Super, Deluxe, Custom 
Deluxe, Custom Imperial series 
plus a 40-in. Imperial. 

Prices, from $199.95 ta $559.95 for 
Custom Imperial double oven 
range. Frigidaire Div., General 
Motors Corp., Dayton 1, Ohio. 





FRIGIDAIRE Air Conditioners: Stereo-Cooling 


Frigidaire’s 1960 air conditioner ‘line 
highlights “stereo-cooling”: Im- 
perial models are equipped with 
an air discharge grille that, di- 


rects conditioned air around 
room occupants instead of di- 
rectly at them, providing the 
“stereo-cooling” effect; cool, dry 
air can be distributed up, down, 
right, left or any point between, 
all in one-direction or half one- 
way and half the other. 


Top models also feature a new Pin- 


Fin cooling coil which speeds up 
cooling and moisture removal: 
coil has thousands of aluminum 
pins brazed internally and ex- 
ternally through which air flows. 


Foamed polystyrene air guide behind 


discharge grille spreads air even- 
ly across surface, soaks up noise 
and insulates cabinet top. “Hi- 
Dri” control in some models per- 
mits continuous cooling and de- 
humidifying; easily removed alu- 
minum filters on Imperials screen 
out dust, pollen, lint. 


Line includes 5 Imperials with cool- 


FRIGIDAIRE IMPERIAL AIR CONDITIONER 


Prices, Imperial models: 


ing capacities from 8,000 to 16,- 
500 Btus; 4 Custom Deluxe mod- 
els from 6,000 to 12,160; 3 Deluxe 
from 6,000 to 9,500 Btus. Two 
“all-seasons” high capacity Im- 
perials deliver 10,000 Btus cool- 
ing and 8,300 Btus heat on re- 
verse, or 8,500 Btus separate with 
electric heater. Also featured is 
an automatic changeover from 
cool to heat to cool; Custom “all- 
seasons” model has 8,000 Btu 
cooling or 7,200 Btus on reverse 
cycle heating; has automatic de- 
frosting. Top Custom Deluxe 
“Lone Star” model is provided 
with extra cooling and dehumidi- 
fying capacity to provide 12,100 
Btus cooling. It also removes up 
to 5.2-pints moisture each hour. 
“Hi-Dri” setting is also featured 
in this model. 


Four 115-volt models are included in, 


the line, two with 7.5 amps., one 
with 11.5 amps and one with 9.9 
amps. All models are powered 
by the company’s Super Meter- 
Miser compressor, sealed and 
lubricated for life. 


Top Imperial models are styled in 


harmonizing silver-sand beige; 
walnut-grain finish on control 
panel; low silhouettes. 

AI-100M, 
$299.95; AI-100, $339.94; AIR-100, 
$389.95; AI-150, $379.95; AI-200, 
$439.95. Custom Deluxe models 
ACD-100L, $259.95; ACD-100, 
$279.95; ACDR-100, $314.95; ACD- 
120, $329.95; Deluxe models AD- 
100L, $259.95; AD-100M, $279.95; 
AD-100, $314.95. Frigidaire Div., 
General Motors Corp., Dayton 1, 
Ohio. 
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FRIGIDAIRE Freezers 


Six uprights, 2 chest models comprise 
Frigidaire’s 1960 Freezer line: 5 
of 6 uprights have new magnetic 
door seals; all but one have built- 
in door locks. 

Two uprights are 1i6-cu.-ft. Frost- 
Proof models (Deluxe UFPD-16- 
60 and Imperial UFPI-16-60), 
that hold 1-cu.-ft. more frozen 
food than ordinary freezers of 
same size; Frigi-Foam insulation 
also makes posible 16-cu.-ft. ca- 
pacity in conventional 15-cu.-ft. 
cabinet. Capacities range from 
12- to 21-cu.-ft. 

Prices, uprights from $299.95 to 
$539.95. Chest models, $299.95 
and $409.95. Frigidaire Div. Gen- 
eral Motors Corp., Dayton 1, 
Ohio. 





FRIGIDAIRE FROST-PROOF 


MPERIAL UFP!-16-60 
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JERROLD TV-Receptor 


This electronic 6-in. TV antenna— 


a new reception principle, hides 
in back of set; slides over set’s 
power cord; special tuning de- 
vice permits permanent tuning 
for best reception on each set; and 
equals outdoor antenna recep- 
tion, it is claimed, in most areas. 


Installation takes less than 30-secs.; 


remains hidden while it works— 
once attached it moves with set 
to any location and improves re- 
ception on FM radio, UHF, or 
color TV as well as w TV; dark 
green and gold finish. 


Price, $5.95 in most appliance dealer, 


radio, TV and department stores. 
Jerrold Electronics Corp., The 
Jcrrold Bid., Philadelphia, 32, 
Penna. 











Where will you 
draw the line 
in electric heater 
sales and profits? 


profit 


You don’t have 


to $54.95 . 
leadership 


Arvin 
tive 


instant Ribbon Heater 
an Instant Sales S 

New, fan-forced, radiant, au- 
tomatic heater. Advanced de- 
signed ribbon element heats 
faster while the broad-arced 
reflector spreads the heat over 
a wide area. Safeguard safety 
switch shuts off heater if over- 
turned. Thermostat control 
located at top. 1320 watt ca- 
pacity. Model 5918. $19.95 





ARVIN INDUSTRIES, 
CONSUMER PRODUCTS DIVISION 
COLUMBUS, INDIANA 
i Arvin also manufactures Radios and Phonographs, Elec- 
tric Home Heating, lroning Tables, Leisure Furniture, 
Barbecue Grills, Car Heaters and Car Mufflers. 


INC. 





New Safety Styling 


Wins New Sales! Fast Sales! 


ity element. Specially designed 
spring-tension handle. Pearl 
enamel finish. 
Model 5914. 


thermostat control. 
Model 5824-1. 





$14.95 





PERMANENT Show Spaces 
Chicago: American Furniture Mart—Space 501-2 
New York City: 1150 Broadway—Space 614 





Fast Heating For 


directs warm air out and up. 
Safeguard safety switch and 
























When you become an Arvin 
dealer you don’t have to draw the 


line at any point! You sell the 


leading line of heaters with the greatest 
range of models and prices available today. 


to stock any other make of heater 


to completely blanket the market! 
This is why: Arvin gives you the widest possible line 
to sell—14 models in all types including radiant, 
fan-forced and combination, priced from $12.95 
. . Arvin commands a very real 


“franchise”’ based on 27 years 


of unquestioned market dominance .. . 


backs you up with more effec- 
national advertising and local 


level merchandising than any 
other manufacturer. 


Discover how you can enjoy 
full, profitable portable 
electric heater sales this 
fall and winter. Contact 
your local Arvin dis- 
tributor now! 




















Two-Heat model with a 
Host of Sales Features! 


Here is America’s only fan- Now! Radiant fan-forced heat This heater gives both 1320 
forced heater with a beautiful in seconds, Ceramic-rod heat- and 1650-watt thermostatically 
safety-curve front design. Com- ing elements give increased ra- controlled heating capacities. 
pact, light-weight. High-qual- diance, Unique slant design Calrod type elements show a 


cheerful red glow. Safeguard 


safety switch and pilot light. 
Bermuda bronze finish. 
$24.95 Model 5934. $34.95 





BRIEFS 


DEEM home water demineralizer 
consisting of a plastic squeeze 
bottle with detachable filter car- 
tridge, DEEM-X, containing high 
capacity Ion Exchange resins 
that remove scale-forming min- 
erals from water used in steam 
irons is announced by Crystalab. 
DEEM-X filter is replaceable and 
changes color from blue to brown 
when exhausted. 98¢ complete 
with filter. Crystal Research 
Laboratories, Inc., 29 Allyn St., 
Hartford, Conn. 

Cordpac to keep cords neat, trim, and 
off the floor, comes in 2 models: 
“Flattie” open design, to permit 
quick cord changes, and the cord 
tucked away out of sight. “Top- 
per” employs a cover which 
locks over the top. Fraser Ma- 
chine & Mfg. Co., Goleta, Calif. 

A smaller, less expensive “Luxtrol”’ 
light control for use where only 
a few lamps are to be dimmed, 
brightened or blended is an- 
nounced. Will control up to 200- 
watts of incandescent or 5 rapid- 
start fluorescents; wallplate is 5- 
inches high and wide; comes in 
brass, stainless steel or prime 
painted. Knobs in ivory, grey or 
black. Price, $18. The Superior 
Electric Co., Bristol, Conn. 

“Decro-Lite” bulbs, a decorative de- 
sign for Christmas tree bulbs has 
been created by Westinghouse 
lamp division. The lamps are 
decorated with swirling patches 
of Christmas hues, red on white, 
green on white, red on yellow, 
orange on white, etc. Made in 
popular C7% size, they can be 
used in present strings and are 
packaged in “picture window” 
5-pack for convenient storage. 
Westinghouse’ Electric Corp., 
Lamp Div., Bloomfield, N. J. 

Briggs & Stratton Corp., Milwaukee, 
Wis., is introducing a new engine 
wind-up starter, “Shock-Free”; 
principle of starter is to first 
lock the flywheel of engine, then 
wind up spring. After spring is 
wound about 5% turns, the lock 
on flywheel is released and 
stored energy in spring cranks 
engine and starts it. Clutch is 
always engaged before starting 
spring is released, causing no 
shock load on mechanism. 

Eveready’s heavy duty Penlite, de- 
signed especially for doctors, 
nurses, and other rugged uses, 
is announced by Union Carbide 
Corp. Features a strong spring 
steel pocket clip with red, tur- 
quoise or white lamp hoods on 
chrome tube; 2-position, positive 
switch. 98¢ without batteries. 
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OUTSIDE DIMENSION 
B230A2 — 36” high 


ALSO 
AVAILABLE 
FOR GAS 
OPERATION 


NATURALLY IT 1S GUARANTEED AND WARRANTED trailer 


@) Qe «. 


Mame Astral MANUS neaaca il mata 


Miss Linda Ferrule, Morphy-Richards, inc. 
232 South Van Brunt Street, Englewood, WN. J. 


Dear Miss Ferrule: Please rush me full details on the new 
ASTRAL and the exciting new consumer sales program. 
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Mrs. John Costello, | 7 


Mrs. David DeRisi, 30 Highwood Rd., West Hartford, Conn. 
321 Fairfax St., West Haven, Conn. ‘‘My clothes come out so much cleaner 
“A lot of my friends have bought them without using any bleach at all... 
and they’ve spoken so well about them 100 per cent better than the old washer. 
that I thought I would try one.” There is truly no comparison.” 


» Here's the reason why they switched! 


WESTINGHOUSE MULTI-SPEED 
— 8-CYCLE LAUNDROMAT 


At the turn of a single dial it sets up the right 
cycle for every load . . . from cottons to the 
most delicate synthetics, including wash '‘n’ 
wear and cold water wash. Clothes are washed 
cleaner than ever before, based on user testi- 
mony and laboratory tests. 


per: 


© Prosaam comeurer 























Over the past three months, these and thousands of other real-life housewives have been telling 


your customers why they switched from centerpost washers to the Multi-Speed Laundromat. Many 
of them appeared on TV...and in key city newspaper ads. Dealers from coast to coast ran ads 


showing some of their own customers. As a result, Laundromat sales are climbing skyward. 


PROOF THAT YOU CAN MAKE MORE SALES WHEN YOU FEATURE THE AUTOMATIC WASHER THAT GETS ALL CLOTHES CLEANER 


you CAN BE SURE...IF ITS 


BOOMING! Westinghouse 


WATCH WESTINGHOUSE LUCILLE BALL-DES! ARNAZ SHOWS CBS-TV FRIDAYS 
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For its newest “Living Color” and portable 
television sets, RCA Victor has found a 
proven way to bring more prospects for 


top-of-the-line products into your store: 


This year RCA Victor has strengthened its 
Christmas selling campaign by advertising 
in Reader’s Digest with pages in the Novem- 
ber and December issues presenting Thin 
Twin Portables and “Living Color” TV to 
35,000,000 people. 


These are the millions who are constantly 
trading up— families that always net 
dealers the highest profits because they pre- 


fer and are able to buy quality products. 


The RCA Victor message will be exposed 
to Digest readers every day throughout the 
holiday season— for the Digest has the 


longest reading life, for each issue, of any 


The largest quality audience 
available wants still better 

products ...and RCA Victor uses 
Reader’s Digest to pre-sell them 


THIS RCA VICTOR 


CAMPAIGN WILL HELP 


YOU “TRADE UP" 


magazine covered in national research 


studies. 


That’s just one reason you can expect to in- 
crease your profits from RCA Victor TV 
set sales this year. Here are a few more: 


% The Digest reaches more TV set 
buyers and owners than any other 
magazine. (More in your area, 
too.) 


% Digest readers buy nearly twice as 
many new or replacement sets as 
the readers of any other magazine. 

. 


% And more Digest readers can 
afford a second, or even a third set. 


*% People know that when a product is 
advertised in Reader’s Digest they 
ean rely on it. Digest advertising 
carries with it an atmosphere of 
believability. 








Repeatedly, these unusual qualities of 


Reader’s Digest, added to a great name in 
appliances, have touched off new highs in 
dealer sales and profits. 


Be ready to take delivery on more RCA 
Victor television sets for Christmas .. . have 
the inventory you'll need —to make all 
possible sales when Digest readers start 
coming into your store. 





People have faith in... 


Readers Digest 


Largest magazine circulation in U.S. 


Over 12,000,000 copies bought monthly. 
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ELKAY 3-BOWL CUISINE CENTRE’ 


ELKAY Sinks 


Elkay announces a new line of 
“Cuisine Centre” sinks—a new 
concept in sink convenience in a 
variety of use adaptations. These 
stainless steel units feature 
bowls big enough for large plat- 
ters and roasters; flat bottoms 
with corner drains; flat crumb 
baskets; remote controls to open 
and close drain stoppers; new 


ELKAY CUISINE CENTRE’ WITH NUTONE UNIT 


faucets with extra-long splashless 
spouts and high-styled handles 
that control water flow with 
short movement and ease; hand- 
rubbed Lustertone finish; Mira- 
RIM sealing to laminated work- 
tops; sound deadening under- 
coating; in 3- and 2-bowl sizes; 
some with built-in Nutone blend- 
er, food mixer, knife sharpener, 
power unit. Elkay Mfg. Co., 1874 
S. 54th Ave., Chicago 50, Ill. 





' SPAULDING 
. Coffeemaker 


Specially designed to make two or 
_,.. three cups of coffee, “Coffee- 
“Break” comes in 3 color combi- 
nations of turquoise with gold, 
pink with silver and yellow 
with turquoise cover; included 
is an attachment for boiling eggs; 
also suitable for making instant 
coffee, tea, soup, cocoa, etc. 
traveling it is available as “The 
Traveler” in a plastic carrier 
which includes, in addition to 
the brewer, two heat- and break- 
resistant 6-oz. coffee cups. De- 
signed for ease in coffee making, 
there’ is also one coffee holder 
with snap-on cover; a sugar hold- 
er with snap-on cover and two 
plastic spoons. 
Price, “Coffee-Break” 


only, $6.95; 
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“The Traveler,” $9.95. Spaulding 
Industries, Inc., 3520 N. Spauld- 
ing St., Chicago. 





RADAR-MATE Flashlight 


Burgess Battery announces the Ra- 
dar-Mate lantern powered by 3 
standard fflashlight batteries; 
weighs 14 oz. without batteries; 
slim lantern, designed to produce 
high-powered light output, yet 
sturdy, and compact enough to 
fit into glove compartment, trav- 
el case or tool kit; uses principle 
of separated lighthead and bat- 
tery case; chrome-plated steel 
trimmed in brown polystyrene; 
tongue-in-groove locking mecha- 
nism attaches lighthead and car- 
rying handle to battery case; no 
wires, spring contacts or screw 
caps to connect; stands alone on 
flat base; smaller than pack of 
king-size cigarettes; thumb- 
length weather-proof switch has 
lifetime silver contact points for 


positive on-off action. 

Price, $4.98 without batteries. Bur- 
gess Battery Co., Div. Servel Inc., 
Freeport, Il. 





. A age 


FROST QUEEN 


Freezer 


Suitable for summer cottages, camps, 
trailers, boat owners, apart- 
ments, this 103-lb. portable 
freezer is top-opening with 3.2 
cu.-ft. storage capacity or 112 lbs. 
food storage. 

Hermetically sealed 
system has % h.p. Tecumseh 
compressor; 5-year warranty; 
foamed-in polyurethane insula- 
tion in cabinet or lid; self-align- 
ing lid; one or two 20-ib. capacity 
food baskets with heavy steel 
wire and baked epoxy lacquer 
finish are optional; cabinet is 26 
in. high, 22 in. wide, 20% in. 
deep. 

Price, $129.95, Queen Associates, 1530 
Locust St., Philadelphia 2. 


refrigeration 





QUAKER 
Thin Line 
Gas Heaters 


Quaker Thin Line, furniture-styled, 
radiant, unvented gas heaters 
give fireplace comfort produced 
by sun-glo radiants that glow 
warmth from top to bottom; easy 
to clean underneath. 


Finished in gold and hammertone 
beige with modern legs; golden 
safety shield placed across front; 
blends with any decor. 


Quaker safety cabinet consolette un- 
vented gas series comes in 3 
models: 20,000, 30,000 and 40,000 
Btu input’ capacities. Heil- 
Quaker Corp., Dept. CR, Box 
9176, Nashville, Tenn. 


WESTINGHOUSE 
Sun-Lamp Kit 


A new sun-lamp kit, packaged in a 
colorful home storage container 
and including the new RS sun 
lamp, a “clamp-anywhere” swiv- 
el fixture, and a protective metal 
polished reflector is announced 
by Westinghouse Lamp Division. 
sun lamp included in kit starts 
to tan in less than a minute; 
gives light that looks like sun- 
light, feels and acts like sunlight, 
and stimulates production of vi- 
tamin “D”; filament has been 
positioned closer to optical cen- 
ter of lamp, improving distribu- 
tion of infrared and warm white 
light which is projected in beam 
spot; deluxe lamp holder has 
polished metal reflector; double- 


ball swivel permits any-angle 
adjustment; large clamp has no- 
mar plastic covering. 

Price, $13.95 Westinghouse Lamp De- 
partment, Broomfield, N. J. 











SUN-AIRE G-10200T 


SUN-AIRE Dryers 


Stiglitz now produces Sun-Aire gas 
companion dryers for G-E and 
Hotpoint washers. Entire line of 
each is covered by a matching 
dryer in color as well as styling; 
all models have deluxe features 





pew ! 
SUN-AIRE L-90 


such as Turbo-Vac system of 
mixing heat and air before en- 
tering clothes chamber; also 
have Auto-iron cycle for wash/ 
wear or synthetics. 

Prices, from $209.50 to $249.50. Stig- 
litz Corp., 2007 Portland Ave., 
Louisville 3, Ky. 





HANOVIA Sun Lamp 


Producing a full spectrum of ulira- 
violet light with a fused quartz 
mercury are tube; black and 
chrome case; weighs less than 
1-lb.; 110-120 volt ac current. 

Price, $19.95 The Hanovia Lamp Div., 
Engelhard Industries, Inc., 100 
Chestnut St., Newark, N. J. 





IONA Heat Massager 


Flexitronic heat massager provides 
heat and massage and is flexible; 
can be used while sitting or re- 
clining; pad is encased in remov- 
able orlon-cotton jacket; mold- 
ed polystyrene control box gives 
massage with “lo” heat, “hi” 
heat, heat only or massage only. 

Price, $29.95 The lona Mfg. Co., Man- 
chester, Conn. 
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in total editorial linage 


in total service editorial linage 


in appliance editorial linage 











in home furnishings editorial linage 


McCall’s today leads the field in presenting the 
most service linage, the most reader linage in the 
most attractive 4-color editorial format in the serv- 
ice field. The results? Newsstands sell out issue 
after issue. Subscription renewals zoom upward, and 
you're guaranteed new circulation of 5'2 million 


(up 300,000) beginning in February, 1960. New five- 


color presses developed exclusively for McCall's 
make possible a new economy in rates. No increase 


in cost-per-thousand for 4-color or 4-color bleed 
pages...as well as no extra charge for bleed. Put 
it all together and you've got McCall’s formula 
for success...a better product, more attractively 
dressed and more economically produced, creates 
more readers and a better climate for your adver- 
tising message. No wonder McCall's today is your 
most efficient advertising buy. Ask your McCall's 
representative for details. 
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No Room for Dishpan Hands, 
Porcelain’s Now High Fashion 


Porcelain enamel will move into 
“high fashion” if the promotional 
campaign of the Porcelain Enamel 
Institute pays off. 

“For many people, porcelain 
enamel means the mottled blue and 
white dishpan of their grandmoth- 
ers’ time,” explained R. N. Smith, 
president. But no more. The insti- 
tute’s program, in which one of the 
big fashion magazines is interested, 
will emphasize porcelain’s colors 
and attempt to establish the mate- 
rial as the standard of excellence 
for appliances. 

At the same time, the institute 
will promote more architectural 
uses of porcelain in the commercial, 
institutional, residential and sign 
markets. The promotional effort also 
seeks to create interest in new uses 
for porcelain enamel in products 
where good taste is important. 

Product planners, sellers and 
buyers will be main targets for the 
campaign which will distribute in- 
formation about the beauty and 
durability of porcelain enamel. 
“Every field and/or market of con- 
cern to the industry,” said John R. 
McCord, chairman of the market 
development committee of the in- 
stitute, “will hear more about por- 
celain enamel through every effec- 
tive means of communication— 
advertising, direct mail, point-of- 
sale material, publicity and trade 
and newspaper promotions.” 

The institute aims at having every 
porcelain enamel appliance, plumb- 
ing fixture and cabinet labeled so 


that porcelain enamel colors are 
immediately identifiable, 

Institute members heard the out- 
line of the promotion at their annual 
meeting in White Sulfur Springs, 
W. Va., where they elected a num- 
ber of vice presidents. Smith’s term 
runs another year. The vice presi- 
dents are: J. F. Corkill, U.S. Borax 
& Chemical Corp., New York; H. A. 
Ringelberg, Challenge Stamping & 
Porcelain Co., Grand Haven, Mich.; 
Herbert Turk Sr., Pemco Cop., 
Baltimore; and J. C. Winget, Armco 
Steel Corp., Middletown, Ohio. 

Re-elected were: treasurer, P. B. 
McBride, Porcelain Metals Corp., 
Louisville; and secretary and man- 
aging director, John C. Oliver. J. 
W. Vicary of the Ervite Corp., Erie, 
Pa., was elected chairman of the 
board of trustees. 


Does Credit Increase Sales? 
‘No,” Says Retailers’ Survey 


Bank credit plans? Despite their 
growth, retailers haven’t experi- 
enced appreciable growth in sales 
because of them, nor, oddly enough, 
have the plans cut down on the use 
of regular charge accounts. 

So reported a 200-member cross- 
section of members of the National 
Retail Merchants Assn. polled in 
Denver. They came from through- 
out the country to attend a man- 
agement seminar. 

Only two of 100 said sales had 
been increased by bank charge 
plans or by check credit. 





A Frigidaire dealer.ta/ks about his franchise.. 


NEW BIG aa 


ELECTRIC SLICER 


@® PRESS-BDeCLEAN 


REMOVABLE KNIFE 


® SAFES GUARD 
KEEPS HANDS SAFE 


‘| cant be ssn by a price cut’ 


Says John Lucas, Columbus, Ohio. He and his partner, 
Don Wood. operate East Broad Appliance Co., Inc. 


Electric Slicer 


“I never have to worry. If prices of current Frigidaire mod- 
els in my stock are reduced, I get paid. Or, if there’s an HAS GIVEN YOI 
increase, I get written notice before it happens—and I can FOR 
cancel my order any time within 10 days. And this isn’t just 
talk. My franchise guarantees both points ...in writing.” 


W FRIGIDAIRE 


DIVISION OF GENERAL MOTORS CORPORATION, DAYTON, OHIO 


) MORE 
)VER A QUARTER OFA CENTURY 


over 2 "em in use 


Waiden~N: Y 


million of 
General Slicing Machine Company, Inc 
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WATCH THIS...— 
SEE HOW IT SELLS 
FOR YOU! 
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N-O-W! WEEKLY SERVICE 


for Appliance Dealers, Suppliers 


ery Monday you will get— 
1. Spot Buying Intelligence 
2. Spot Marketing Intelligence 
3. Spot Merchandising & Selling Intelligence 


— Plus — 


New Product & New Sales Aids Information 
ndusiry News ; 
Merchandising Service 


— NOT Forgetting — 
HOW TO — 


Advertise V Operate a Profitable Service Dept. 
Hire, Train & Pay Salesmen V Pick a Store Location 

Handle Trade-ins V Take Advantage of Tax Lows 

Run a Promotion V Organize Your Records 


NEW SUBSCRIPTION ORDER 
ter my subscription for 
ECTRICAL MERCHANDISING WEEK for 3 years for $4 


] Check here if you want 1 year at $2 


[] 1 attach payment [] Please bill me 


AME yesasassehesesabecesetell WEED 


] Business Address 


] Home Address 


EVERY 
TY ike ae as MONDAY 


OMPANY NAME 


bove rates for U. S. and U. S. Poss. Dirs., Dept. Stores, Utilities, Appliance 
frs., Mfrs. Reprs., Furniture Stores, Contractors-Dirs., and Distr.-Whisrs. Only. 


ANADA: $6 for 1 year; $12 for 3 years. (Canadian or U. S. Funds). 


TIN AMERICAN AND ALL OTHER COUNTRIES: $15 for 1 year. 
E-11-23-59 





If you 


[}] Retail 
[| Wholesale 


|] Manufacture 


Appliances 

Radios 

TV 

Hi-Fi and components 
Records 

Lawn & Garden Supplies 
Furniture 

Floor Covering 


. . . join with the 40,000 other marketers in reading the late, verified news of the week 


ELECTRICAL MERCHANDISING WEEK 
11-23-59 


No 
Postage Stamp 
Necessary 
if Mailed in the 
United States 


BUSINESS REPLY MAIL 


FIRST CLASS PERMIT NO. 64, NEW YORK, N. Y 


Postage will be paid by 
McGRAW-HILL PUBLISHING CO., INC. 


Electrical 
Merchandising Week 


330 WEST 42nd STREET 
NEW YORK 36, N. Y. 
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Need to Push Better Home Wiring? 
Illinois Power Co. Shows the Way 


The problem: how to tie-in IIli- 
nois Power Company’s Medallion 
Home Week promotion with the 
home building promotion of a lum- 
ber dealer. 

The method: conferences  be- 
tween all interested in the Cham- 
paign-Urbana promotional effort. 

The result: “The most outstand- 
ing we have seen in our territory 
or have heard of in any other loca- 
tion,” declared H. G. Meenen, vice 
president of Illinois Power. 

Illinois Power first reached 
builders and explained to them the 
utility company’s plans for pushing 
better wiring and better lighting in 
cooperation with dealers, builders 
and contractors in the Champaign- 
Urbana area. 

After hearing of the 32-page Life 
Magazine advertising campaign 
scheduled to break in the Sept. 14 
issue, five builders went ahead with 
plans to construct houses ranging 
in price from $65,000 to $12,000. 

Then Illinois Power talked with 
Clarence Thompson, a _ lumber 
dealer whose House and Home 
Style Center, a new kind of mer- 
chandise mart, has gained national 
publicity. 

Only six blocks from the center 
of Champaign, families can shop 
for a new house—and practically 
everything that goes in it. 

In four houses, ranged in a sub- 
urban-flavored setting and repre- 
senting the latest in building ideas, 
you can also buy appliances, garden 
equipment, home furnishings and 
landscaping. 


The House and Home Style Cen- 
ter was persuaded to delay its 
opening from August until Na- 
tional Medallion Home Week in 
September. James F. Moline of IIli- 
nois Power’s adequate wiring bu- 
reau worked out the wiring for 
three of the houses. Two earned 
the gold medallion, representing 
the highest standards of electrical 
wiring obtainable, and the third 
received the bronze medallion elec- 
trical award. 

Dealers helped with more de- 
tails while the promotion gained 
momentum in August. The Junior 
Women’s Club cooperated by se- 
lecting “Mrs. Medallion Home,” 
from its membership of 700. 

Both the News-Gazette and the 
Champaign-Urbana Courier pub- 
lished tabloid-size supplements 
Sept. 13 to open the promotion. 
Climax of the week-long celebra- 
tion was the parade of the “queen” 
with her court from the Illinois 
Power offices downtown to the 
Style Center for her coronation. 

“This promotion to us was the 
finest thing that a utility company 
has ever put on and we cen directly 
attribute at least five home sales to 
this campaign,” said Joe E. Frank, 
vice president of Community 
Homes, Inc., builders. 

“It is this type of promotion 
which is so important and so 
worthwhile to the industry,” wrote 
Thompson, president of the Thomp- 
son Lumber Co. “We have had 
many excellent leads from the style 
center opening. 





A Frigidaire dealer talks about his franchise... 
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“My service set-up is a paying proposition !” 


a maT 
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Says Bill Netzman, Webster, New York. Bill runs Netzman Electric. 


“My service people really know their stuff. Frigidaire 
taught them everything from basic electricity to salesman- 
ship. I don’t know of any manufacturer who can match 
the Frigidaire training centers. The one near us has the 
best facilities in the area. And it helped change my service 
setup from a headache into a paying proposition.” 
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Exceptional new profit opportunity 





WOULD YOU 
LIKE TO SELL 


CULLIGAN 


WATER 
SOFTENERS ? 


The complete line of CULLIGAN appliance- 
type water softeners is now available to quali- 


fied appliance dealers in cities not already 
franchised. 


Today, over half the water softeners installed in 
the United States and Canada are CULLIGAN. 
This overwhelming consumer preference is 
based on proved quality, durability, product 
performance and brand acceptance. 


To more effectively satisfy the consumer de- 
mand for CULLIGAN automatic and manual 
water softeners, the factory has recently broad- 
ened its marketing and distribution plan. For 
complete details and information, call or write 


Herb Hamblet 


CULLIGAN, INC. 


2002 Shermer Road, Northbrook, Illinois 
Chicago telephone number: COrnelia 7-1330 
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HERE’S THE DIFFERENCE 
IN REPLACEMENT PARTS 


—~S 





For the heart of RCA WHIRLPOOL Washers 


USE ONLY FSP” PARTS 


for perfect fit, longer service 


The operating heart of your customers’ washers requires exact 
synchronization to provide maximum performance. Only FSP 
replacement gears and gear case parts assure this performance. 
Why? Because they are made to the same exacting tolerances as 
original parts to provide perfect fit every time. They are carefully 
machined to pass the same rigid and careful inspection require- 
ments as original parts to work right and last longer .. . your 
guarantee of customer satisfaction. So, don’t take chances on 
doing a service job that will cost you money in profit-eating call- 
backs. Always specify FSP parts! See your RCA WHIRLPOOL dis- 
tributor or authorized A.P.J.A. parts jobber soon! 


IT’S BEST TO BUY FSP 


Be sure it’s FSP by looking for the 
FSP mark on the gear and on the 
package! FSP packaged parts are 
easier to handle. . . easier to store 
. . easier to inventory. And, they 
are protected from dust, dirt and 
damage. It pays to use them! 











Factory Specification Parts for 


Rea Whirlpool APPLIANCES 


meet the toughest specifications in the industry 


Service Division, WHIRLPOOL CORPORATION St. Joseph, Michigan 


Use of trademarks Lal ond RCA authorized by trodemork owner Redie Corporation of America 


















Gray Sales Co. of Boston got in a 
plug for Waste King Imperial dispos- 
ers and dishwashers on the “royal” 


DISTRIBUTOR APPOINTMENTS 


ORGAN CORP. OF AMERICA— 
Puerto Rico Home Appliances 
Carp., San Juan, P. R.; Gra- 
bell-Lyons, Inc., Hartford, 
Conn.; M. P. Myers & Co., 
Plattsburg, N. Y.; Mills-Morris 
Co., Memphis, Tenn.; Motor 
Radio Co., Inc., Kansas City, 
Mo.; Mountain Appliance Dis- 
tributors, Denver; North Pa- 
cific Supply Co., Portland, Ore. 


PENTRON CORP.—Joseph M. Za- 
moiski Co., Washington, D. C.; 
Franklin Electric Co., Phila. 


ELECTRICAL MERCHANDISING WEEK 
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throne of Frederick Elliott Jr., king 
of the city’s Community Club Awards 
parade shown with ladies-in-waiting. 


OLYMPIC RADIO & TELEVI- 


SION, a division of the Siegler 
Corp.—Herb Names, Inc., Den- 
ver; Southern Wholesalers, 
Inc., Jackson, Miss.; Taylor 
Distributing Co., Spokane, 
Wash.; W. R. Wilkin Co., Mil- 
waukee; Filter Queen of Ken- 
tucky, Louisville. 


SYLVANIA HOME ELECTRON- 


ICS INC.—Dub Henderson Co., 
Oklahoma City, Okla.; Koele- 
may Sales Co., Inc., Shreve- 
port, La. 


| dont have | 
to cut prices! 


Says Bob Drake, 
Indianapolis, Ind. Bob runs 
Drake Refrigeration Service. 


“With the 

TRUE VALUE Plan, 
I sell Frigidaire 
appliances at regular 
price, less a TRUE 
VALUE trade in. It’s 
fair to everyone. The 
customer gets what his 
appliance is worth. 
My net selling prices 
are competitive. 
Volume and profits 
are good. And | 
don’t handle used 
clunkers. That’s 
Frigidaire 

TRUE VALUE.” 
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MERCHANDISING 
SUPPLEMENT 


NEW PRODUCTS— 
NEW SALES 


Check this issue's listings— 
for items you need now. 


THIS SECTION CAN BE 
ECONOMICALLY USED FOR: 


MORE SALES— 
MORE PROFITS 


A special classification for manu- 
facturers desiring advertising in 
space smaller than the minimum 
run-of-book display space. The 
space available in this section is 
| to 6 inches. 


REACH ALL BUYING INFLUENCES 
RATES————ON REQUEST 
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be sure! 


60 Years of 
Dependable 
Service! 


LIFSCHULTZ 
FAST FREIGHT 


FASTEST TO BOTH COASTS! 

















Permanently splices broken 
wires and coils in electric 
appliances, automotive and 
industrial equipment. Make 
repairs ands plices quickly, 
cheaply. 5 sizes. 


Just insert wire 


ends and crimp WRITE FOR CATALOG 


tight with ordi- & FREE SAMPLE 
nary pliers. 


MEND-IT SLEEVE MFG. CO. 


3125 Slorio Terrace 








Lafayette, California 





ROLL-OR-KARI DUAL TRUCKS 


Handle refrigerators, 
ranges and freezers 
the quick and easy 
way. Pat'd Step-On- 
Lift. Retractable 
wheels. 7-ft. web 
straps. Cap. 800 Ibs. 


Deluxe Model (Swivel wheels at one end) $52.00 
Super Deluxe (Swivel wheels at both ends) ..$56.00 
FOB Zumbrota. Ship. wt. approx. 50 Ibs. 


Write Dept. B 
ROLL-OR-KARI CO., Mfgrs., Zumbrota, Mi 








FACTORY SALES REPRESENTATIVE 
DISTRIBUTOR Cy 


Exclusive, patented 

electric instant hot water unit which delivers 
continuous flow. One-year factory warranty. 
A quick-turnover item for electrical or plumb- 
ing distributor. For complete details; 


THERMO JET core. 


Executive Office: 1840 Purdy Ave., Miami Beach, Fla. 
Faetory: 770-5th Avenue, Brooklyn 32, New York 














MANUFACTURERS’ PROMOTIONS NEWS e 77 


Sunbeam Promotes Electric Clocks 
With Ads, Inducements to Dealers 


Sunbeam Corp. next week will 
kick off a major promotional effort 
for Christmas electric clock sales 
with a full-page full-color adver- 
tisement in the nationally distrib- 
uted American Weekly newspaper 
supplement. 

The Nov. 29 advertisement, com- 
plemented by network television 
exposure on the CBS Network 
“What’s My Line?” program, is only 
part of the manufacturer’s promo- 
tional plans. 

“The promotion offers all Sun- 
beam dealers the ingredients of a 
complete campaign, presented in an 
exciting package which is geared 
to produce selling action,” accord- 


ing to Harold E. Blackburn, prod- 
uct manager of the electric clock 
sales division. 

When a dealer purchases an as- 
sortment of 12 Sunbeam electric 
clocks from his distributor, he will 
receive a free clock and a full-line 
Christmas merchandising display in 
color. Dealers also are offered a 
special newspaper advertising kit 
with mats and a certificate worth 
two model B003 alarm clocks, to 
reimburse them for a minimum of 
eight column-inches of local news- 
paper advertising. For details: con- 
sult your distributor or, Electric 
Clock Division, Sunbeam Corp., 
5600 Roosevelt Rd., Chicago 50. 





Whirlpool Maps Fight 
Agin’ OP Man Winter 


Can you sell room air condition- 
ers in cool fall and colder winter? 

Whirlpool will try to increase its 
sales in these “off months” with a 
new marketing program. Features 
of the plan: Deferred payment in 
markets where Appliance Buyers 
Credit Corp., Whirlpool’s financing 
affiliate, operates, so that consumers 
will have to pay nothing for their 
air conditioners until sultry July 1, 
1960; six-month, free membership 
in a world shoppers club which 
monthly sends exotic gifts from 
abroad. 

Retailers who have made the 
most successful pre-season sales 
efforts will be honored at a five-day 
dealer invitational business meet- 
ing in Las Vegas, Feb. 22-26. 


For Ladies: Coffee, Doughnuts 


Coffee and doughnuts will be 
used to entice women to buy the 
Lewyt line of vacuum cleaners. 
Dealers will be asked to have one- 
day to one-week open houses to 
introduce the new line. 

While the housewives see the 
demonstration of the cleaners, they 
will be offered a free 17-piece demi- 
tasse set of china (retail value 
$9.95) with purchase of a machine. 
The china also may be offered in 
a drawing with dealers using entry 
cards to follow up sales. Local ad- 
vertising mats also are available to 
tie-in with the national promotion 
effort. 


HOTPOINT HAS LAUNCHED a 
new retail promotion which enables 
dealers to offer appliances by the 
pound. A range could sell for 69¢ 
a pound, or a washer would cost 
89¢ a pound. Prices will vary from 
dealer to dealer because of local 
marketing conditions. Carrying out 
the “Supermarket of Values” 
theme, Hotpoint suggests that deal- 
ers work out food plans with 
supermarkets to boost freezer sales. 


BECAUSE DEALERS WANTED 
tie-in record albums to spur stereo 
sales, Motorola, Inc., has produced 
two stereo record packages designed 
as tie-ins or sales closers. One pack- 
age is classical and the other is 
popular. They contain eight 12-inch 
records of a quality selling in the 
$5-$6 class. 





Drive Adds 160 Accounts 


A national sales contest sponsored 
for the sales force of Proctor Elec- 
tric Co. brought in 160 new accounts 
during a two-month period, Francis 
J. Davis, general sales manager, 
announced. Sales totaled more than 
$250,000, he said. 

John Lentz, Eastern Pennsylvania 
sales representative, won a $1,500 
first prize in the “Proctor Jet 
AccSELLeration Race by opening 16 
new accounts. Other prizes went 
to: Clyde George, Atlanta, second 
prize, a trip to Puerto Rico or 
$1,000; Al Newark of San Francisco, 
third prize, a holiday in Bermuda, 
Las Vegas or Acapulco or $500; 
O. Patti, Pittsburgh, fourth prize, 
$200; Bob Hyde of Miami, fifth 
prize, $100. 





NEW 
SOUNDCRAFT 
VINYL 


THE ONLY TAPE 
DESIGNED FOR 

EVERY 
ELECTRICAL 
TAPING JOB! 


Sell the electrical tape that's got everything! 


COMPLETE PROTECTION 
AGAINST INSULATION FAILURE 


¢ Tremendous durability * Perfect con- 
formability * High dielectric strength 
(10,000 volts) * Excellent adhesion and 
staying power * Non-combustible « Ex- 
treme resistance to aging * High 
resistance to temperature and humidity 
extremes and remarkable adaptability 
to a wide variety of uses! 


oY SOUNDCRAF Tew. sr 


manufacturers ef the world's finest magnetic recording tapes 





“Frigidaire puts it all in black and white!” 


Says Oliver W. Holmes, Fayetteville, North Carolina. 
Oliver owns Holmes Electric, Inc. 


“For 35 years I’ve operated under a written Frigidaire fran- 
chise. So I’ve always known exactly where I stand. Because 
Frigidaire spells it all out in black and white. And I don’t 
know any other appliance outfit that works this way.” 
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“Here's a line that makes sense!" 


Says Withers Lee, St. Petersburg, Florida. 


Withers runs Todd-Hyatt Stores. 


“I think Frigidaire was pretty smart extending top-line fea- 
tures down to the volume models. This way, even if I’m selling 
a low-end washer, I’ve got a lot to talk about besides price.” 
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FAST CHEMICAL 











retina 
easy way 


to make pipe connections 


FOR WASHERS, DRIERS, 
REFRIGERATORS, 
AND OTHERS 







Model CT—with flared joint 
for copper tubing 


Model ST— 
for pipe connections 


SKINNER-SEAL SADDLE TEE— for mak- 
ing pipe connections. No pipe cutting or 
threading. Only one bolt to tighten. 
Quick, easy. Cuts cost. For installing wash- 
ers, driers, gas refrigerators, heaters, 
etc. Write for circular. 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 











ELECTRICAL MERCHANDISING WEEK 


CAN YOU USE? 


TELECTROSONIC CORP., subsidi- 
ary of Telectro Industries Corp., 
Long Island City, N.Y., has made 
available to dealers a full-color cat- 
alog of the new line of the com- 
pany’s tape recorders. 


REEVES SOUNDCRAFT Corp. of 
Danbury, Conn., now has available 
a hi-fi display merchandiser, “a mag- 
netic tape department complete in 
one package.” Each display is set 
up when shipped. All the dealer has 
to do is slip off the shipping con- 
tainer to reveal the display contain- 
ing six varieties of Sound. raft mag- 
netic tape. It takes less than two 
square feet of counter space. 





Here’s a new point-of-purchase dis- 
play for Hitachi transistor radios, fea- 
turing reproduction of medal for sci- 
entific excellence won by the Japa- 
nese manufacturer at the 1958 Brus- 
sels World’s Fair. 


H. H. SCOTT, INC., manufacturer 
of stereo high-fidelity components, 
has published a new, free booklet 
called “How to Use Stereo Com- 
ponents in Your Decorating Plans.” 
Address: H. H. Scott, Inc., Archi- 
tectural Division, 111 Powdermill 
Rd., Maynard, Mass. 


WISCONSIN ADVERTISING 
SERVICE, 239 W. Wells St., Mil- 
waukee 3, is selling a 36-page book 
designed to aid the planning of all- 
electric kitchens. It’s called “You’ll 
Thank Your Lucky Stars for Plan- 
ning an All-Electric Kitchen.” They 
sell for 15, 14 or 12%¢ a copy 
depending on quantity. 


GIBSON REFRIGERATOR CO. will 
give potential customers the an- 
swers about its products through a 
new electric question and answer 
display now available to distribu- 
tors and dealers for promotional 
use, demonstrations or for open 
houses. Multiple choice answers to 
questions about Gibson products re- 
spond with red lights or buzzers if 
wrong, and with a chime or a green 
light if correct. Address of Gibson, 
a division of the Hupp Corp., is 
Greenville, Mich. 
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EQUIPMENT (SURPLUS) : :MERCHANDISING 
“OPPORTUNITIES” 
EMPLOYMENT :BUSINESS 


SEARCHLIGHT SECTION is the na- 
tional medium for announcements of 
unique interest, spots the big bar- 
gains in; Used and Surplus New 
Equipment; Positions Wanted or Va- 
cant; Selling Opportunities, Offered 
and Wanted; Purchase or Sale of 
Business; and miscellaneous an- 
nouncements of great variety. 


There are two styles available in 
classified advertising: 


DISPLAYED— Individual space with 
border rules for prominent display of 
your advertisments. 


UNDISPLAYED—Which is set in 
one paragraph, no display. Minimum 
of 3 lines, based on the use of 5 
average words as a line. 


RATES ..... . ON REQUEST. 
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ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to office nearest you. 
NEW YORK 36: P. O. Box 12 
CHICAGO I1: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 


SELLING OPPORTUNITY OFFERED 


Representative to cover electrical trade for 
manufacturer of medicine cabinets. Various 
territories open. Reply Mirro-Chrome, 12 
Fifth Street, Valley Stream, New York 


SELLING OPPORTUNITY WANTED 


| wish to represent in Venezuela, manu- 
facturers who wish to sell their products 
on an import basis on everything related 
to spare parts and accessories of radio and 
TV such as (electron tubes—all types 
—tubes for radios and TV)—transformers 
for TV and stereophonic equipment. Eight 
years experience selling this type product 
in Venezuela. Have best banking refer- 














ences. Eivar. H. Garcia. P.O. Box Apartado 
de Correos No. 6747, Caracas, Venezuela. 





“Electrical Housewares” 
MERCHANDISING 
MANAGER 


We're looking for a man who today is 
probably a District or Regional Sales 
Manager in the electrical housewares field 
He should have at least 8 years of experi- 
ence working with electrical and housewares 
distributors. Experience in planning various 
merchandising function such as advertising 
promotion display, etc’, along with success- 
ful field work is essential. The man we choose 
will head a new national sales organization 
selling a line of new products in a rapidly 
growing consumer market. He will be re- 
sponsible for all merchandising planning as 
well os sales supervision. Compensation will 
be on a five figure salary basis and bonus 
commensurate with performance. Please sub- 
mit complete resume. 


P-2648 Electrical Merchandising 
520 N. Michigan Ave. Chicago 11, Ill. 








Representative Wanted 


Leading Manufacturer electric ranges 
desires representation in the following 
territories; Virginia, Pennsylvania, Michi- 
gan, Illinois and Minnesota. If you are a 
sales representative with distributor level 
experience, we have a sound proposition 
for you. Non-conflicting lines acceptable. 
Write, giving full resume of business ex- 
perience and personal history. Interview 
will be arranged immediately. 


RW-2642 
ELECTRICAL MERCHANDISING 
520 N. Michigan Ave. ¢ Chicago 11, Ill. 








Opportunity for National 
Sales Organization 


Established manufacturer of commercial floor 
maintenance machines will produce revolu- 
tionary domestic line for 1960 market. 

Will entertain con:ractural arrangement with 
established sales organization able to finance 
national sales and advertising. 

Retail seven figure do lar potential first year. 

Replies will be confidential and principals 
only on both sides will enter discussion. 


Reply BOX BO-2637 
ELECTRICAL MERCHANDISING 





520 N. Michigan Ave. * Chicago 11, Ill. 
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PEOPLE in the NEWS 


HOWARD E. RIEDER ROGER H. BOLIN 


Organ Corp. of America—Harry 
Schultz of Los Angeles has been 
appointed West Coast regional man- 
ager, a new position. He will work 
closely with dealers and distribu- 
tors in the 10 Pacific Coast and 
Rocky Mountain states. 


American Motors Corp.—Ray A. 
VanStee, former purchasing agent 
for Kelvinator Division’s Grand 
Rapids, has been named director of 
product quality for the appliance 
division of American Motors. He 
will have his headquarters in Grand 
Rapids. The division manufactures 
Kelvinator, Leonard and ABC home 
appliances. 


Emerson Electric Manufacturing Co. 
—Creation of a new southwestern 
merchandise sales region brought 
new assignments to: Jack Rogers, 
chosen as regional sales manager; 
Bill Richard, named lighting spe- 
cialist; and Jack Drake, Charles 
Strauss, Dennis Cassidy, Gordon 
Laursen and Gerald Andrews, sales- 
men in the territory. 


Packard-Bell Electronics Corp.— 
Larry R. Swiney has been apvointed 
district sales manager of television, 
radio and stereo hi-fi in the inter- 
mountain and southwestern states 
territories. Richard D. Sharp, mar- 
keting director for the home prod- 
ucts division, said the newly cre- 
ated post resulted from increased 
sales. 


Maytag Co.—Bob Grinnell has been 
appointed regional manager in the 
26-county northeast Michigan area 
served by the appliance company’s 
Chicago branch. 


Thomas Organ Co.—Howard E. 
Rieder has been promoted to ad- 
vertising manager of the Sepulveda, 
Calif., company. Gerald Grindinger 
succeeds him as assistant advertis- 
ing manager. 


CBS Electronics Division, Columbia 
Broadcasting System—J. J. Harris 
has been named metropolitan dis- 
trict manager for Northern New 
Jersey and metropolitan New York 
of the Columbia phonograph de- 
partment. He will be responsible 
for sales and distribution of phono- 
graphs and radios in the newly 
created district. 


Audiotex Manufacturing Co., divi- 
sion of G-C Textron, Inc.—Harold 
Seagren, has been appointed eastern 
sales manager for the company 
which manufactures a complete line 
of audio and hi-fi accessories. 


Hotpoint, a division of General 
Electric Co.—George P. Epstein has 
been appointed marketing manager 
of the home laundry department, 
succeeding John C. Maynard who 
resigned. 


ROBERT W. ARMSTRONG GEORGE S. CONDOS 


Remington Rand Electric Shaver, 
division of Sperry Rand—Arthur 
Dale Darby has been appointed 
branch sales manager of the New 
Orleans branch. He formerly was 
branch manager in Houston, where 
Thomas O. Herdon Jr. was appoint- 
ed to succeed him. 


Siegler Corp.—A. Henry Casey was 
named director of corporate public 
relations and advertising for the 
Los Angeles company. 


Westinghouse Electric Corp.—Roger 
H. Bolin, director of advertising, 
has been elected vice chairman of 
the Association of National Adver- 
tisers. Donald S. Frost, vice presi- 
dent, Bristol-Myers Co., was elect- 
ed chairman of the nonprofit service 
organization operated by more than 
650 companies with national or re- 
gional markets. 


Whirlpool Corp.—Robert W. Arm- 
strong has been promoted to general 
manager of public relations for the 
company. He will be responsible 
for stockholders relations, corporate 
activities and programs, and trade 
and consumer press relations in ad- 
dition to public relations activities 
for the RCA Whirlpool sales de- 
partment. 


O’Keefe and Merritt Co., affiliate 
of Tappan Co.—George S. Condos 
has been promoted to merchandis- 
ing manager of Tappan’s West 
Coast affiliate. He will correlate 
that region’s merchandising pro- 
gram with the sales division. 


Thomas Industries, Inc.—Kenneth 
D. Cummings has been appointed 
assistant sales manager for the 
lighting fixture manufacturer’s Moe 
Light Division. He will be in on 
policy-making for the national sales 
force. 


Maytag Co.—Guyles M. Sass has 
been named regional manager for 
a 14-county area served by the 
company’s Minneapolis branch. He 
will be responsible for Maytag 
dealers and distributors in parts of 
Iowa, Wisconsin and Minnesota. 


Straus-Frank Co.—L. S. Schmucker 
has been appointed sales manager 
of the Texas-wide appliance dis- 
tributor’s Dallas division. The 90- 
year-old company carries the full 
Gibson line, Columbia phonographs 
and records, and G-E radios. 


‘Mathes Co., a division of Glen Alden 


Corp.—Harold McDonald has been 
elected vice president in charge of 
manufacturing. Benjamin Ebers- 
man, president of the company 
which makes residential air condi- 
tioners and heat pumps, said the 
newly created post is part of an 
over-all growth plan. 





“Frigidaire never tries to fool you" 


Says Don McCoy, Dayton, Ohio. Don runs McCoy's Appliance Stores. 


“They’re good people to deal with. The division managers 
who have handled .my account have been real go-getters. 
They’ve all acted like my franchise means something... 
and they always keep their promises. The factory backs 
them up, too. They expect you to sell the line. But they 
don’t pressure you. And Frigidaire never tries to fool you.” 


W FRIGIDAIRE 


DIVISION OF GENERAL MOTORS CORPORATION, DAYTON, OHIO 


SELL reiiet trom 


winter's desert-dry 
indoor air 





the new, 
high capacity, 
automatic 


PORTABLE HUMIDIFIER 


A vast market of customers seek relief every heating season from. 
the discomfort and damaging, unhealthful effects of super-dry in- 
door air. Here’s your profit opportunity...and Aprilaire Portable 
Humidifier...a high capacity unit (up to 4.3 gallons per hour)... 
with optional humidistat for constant, accurate control, Plus—an 
exclusive Aprilaire sales feature—the removal cf up to 70% of the 
bacteria circulating through the unit—an additional health benefit. 
Sell health and comfort this season, with Aprilaire, the quality 
humidifier with the attractive profit picture. It’s nationally adver- 
tised, pre-sold for you. Write for information. 


RESEARCH PRODUCTS Comix 
Dept. 99W, Madison 1, Wisconsin 
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“TI can’t be 
squeezed by 
a price cut!” 
JOHN LUCAS 


and DON WOOD 
Columbus, Ohio 


“My service 
set-up is 
a paying 
proposition!” 


BILL NETZMAN 
Webster, New York 


“I don’t have 
to cut prices!” 


Frigidaire talks to 
indianapolis, Indians its franchised dealers... 


“Frigidaire 
puts it all in 
black and white!” 
OLIVER W. HOLMES 
Fayetteville, North Carolina 


“Here’s a line 
that makes sense!”’ 


WITHERS LEE 
St. Petersburg, Florida 


- 2 
_ “Frigidaire 
never tries 
to fool you.” 


DON McCOY 
Dayton, Ohio 
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DUUNT ON THIS 


There’s a great year coming up...for you...and for us. You’ve just seen a completely 


re-styled Frigidaire line for 1960. There are new features, new products, new ideas. 
the next few months you'll see lots more that’s new. Advertising, promotion and training plans 
are in the works right now to help you break the sales records you set in 59. 
But most important of all is your Frigidaire Franchise. It stands for the kind of products you can 


always sell...and the kind of people you can always count on. 


Ui eRIGI DAI ise Division of General Motors Corp., Dayton, Ohio 












DOUBLE IMPAC 
FOR CHRISTMA 


SELLING © 






New! Exciting! 
Sno-Flok Promotion 
Will Help You Sell 











The one with the selling power 
of two. . . electric motor-driven 


brush power of an upright. . . 
suction power of a canister. 


HOME CLEANING SYSTEM 


“Sno-Flok” . . . the ideal premium for use with the ideal gift . . . the 
RCA WHIRLPOOL home cleaning system. With it, you offer your 
prospects the opportunity to transform an ordinary Christmas tree 
into a $25.00 beauty. The brand new Sno-Flok “do-it-yourself” kit, 
powered by an RCA WHIRLPOOL cleaner, has year around use for 
flocking center pieces, party decorations and favors for home, church 
or club activities. 

+t a Use this unique promotion to sell more than your share of the 
plus an economy model at a 895,000 vacuum cleaners that will be sold this Christmas season. 


Christmas ‘‘bargain”’ price. 
Call your RCA WHIRLPOOL distributor for 
the sales-producing details. 





RCA WHIRLPOOL .. . America's first family of home appliances ... products of WHIRLPOOL CORPORATION St. Joseph, Michigan Quy 


+ 
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— aa 
Automatic Washers & Dryers @ Washer-Dryer Combination @ Refrigerators @ Freezers @ Ranges @ Kitchen Cabinets, Built-ins & Sinks @ Dishwashers & Disposers @ Room Air Conditioners @ Vacuum Cleaners 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


Use of trademorts GA ond RCA authorized by Irademark owner Radio Corperotion of America 
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HARRY C. HAHN, Sales Manager 


WAYNE SMITH, PROMOTION MANAGER 


PETER HUGHES, PRODUCTION MANAGER 


DISTRICT MANAGERS 


New York 
OX. 5-5959 
H. William Davis 


Atlanta 
JA. 3-6951 


Chicago 
4-5800 
E. J. Brennan 


Cleveland 
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the only appliance-planned power mower with 


“Crankshaft Protection” 
GUARANTEE 


...thanks to exclusive Deflector Blade with 
“hinged tips” that swing back on impact... guar- 
anteed to protect crankshaft from shock or dam- 
age for the life of the mower—or shaft fixed free! 


New Wind-Up 


vlad Starter Accessory 


Nothing to pull... just spin lever and release— 
engine starts instantly! Now available as an ac- 
cessory on all walking rotaries. (Included on rider.) 


For bigger 1960 profits . .. sell Certified, the appliance-planned 
power mower line that gives you a big selling plus others can’t: 
lifetime guarantee against crankshaft damage, eliminating 
95% of rotary mower repair! Tell this to prospects and close 
sale after sale. Throughout, a line strategically-planned for 
easier step-up selling... quality made for trouble-free perform- 
ance... feature-packed so you can sell more than price alone! 


Model 2235 
24” deluxe 
4-Wheel 

Riding Rotary 


New Wind-up starter. 
Gear-free Planitor Drive. 
Quick one-point cutting 
height adjustment. 
Powerful 44% h.p., 
4-cycle engine. Positive 
blade disconnect. 


Model 2227 . 
22” self-propelled Rotary 
WITH 2-SPEED “HIGH-LOW” 
TRANSMISSION . . . Quick Wheel 
cutting height adjustments from 
%" to 3%". Also | 2226 with 
single speed transmission. 


Reel-Type Mowers 


Model 5115 New! 20” 


Free-Wheeling Reel with front dis- 


Rotaries 


18” Model 2205 
20” Model 2215 
22” Model 2225 


Get the whole story now. Write for literature and prices. Dept. 14 
WESTERN TOOL AND STAMPING COMPANY 


World-famous producer of power lawn mowers 


2725 Second Avenue, Des Moines 13, lowa 


4 








ADVERTISED IN 


LIFE 


ELECTRICAL MERCHANDISING WEEK 


MAKES EVERY SALESMAN A MERCHANDISER! 


It’s ACCO’s revolutionary new OUTBOARD 
MowER—the power mower that converts to an 
outboard motor! It’s the hottest merchandis- 
ing item to hit the power mower field in years! 
And it is available only to registered ACCO 
Dealers in the U. S. and Canada—another rea- 
son why top distributors are switching to 
ACCO! It will pay you to be one of the first in 
your area to feature the most sensational 
sales-maker of this or any other season! 


Manufactured by the famous American Chain 
& Cable Company, the OUTBOARD MOWER will 
be introduced to the public in the November 
30th issue of Life. This full-page, action-get- 
ting ad will create an immediate Christmas de- 
mand for the OUTBOARD MOWER—first item of 
its kind to be marketed by anyone, anywhere! 
Facing the full-page ad, ACCO will run a col- 
umn selling the complete line of ACCO Power 
Products as ideal gifts. It’s a terrific tie-in for 


year-round sales! And only registered ACCO 
Dealers will be able to take advantage of it! 
For further information about opportunities 
with ACCO Power Products in your area, 
write, wire or phone today: ACCO Power 
Products, Stevens Lane, Exeter, Pennsylvania. 


FROM ACCO! 


a POWER PRODUCTS DIVISION OF AMERICAN CHAIN & CABLE COMPANY, INC., BRIDGEPORT, CONN. PLANT: EXETER, PA. S 
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WHAT’S THE STEEL STORY? 


York: Sees no serious interruption 
of production of major lines of resi- 
dential, commercial and industrial 
air conditioning, heating and re- 
frigeration equipment under present 
supply situation. 

Gibson: Enough steel for air con- 
ditioners through mid-January be- 
cause of stockpiling and overtime 
work in November. But refrigerator 
production will end at the end of 
this month. Production will resume 
when steel is available, in Decem- 
ber, it was hoped. 

Kelvinator: No cutbacks or fur- 
loughs, and production will continue 
if steel workers don’t go out again 
in January. But orders are running 
greater than production. There are 
back orders and the model mix is 
being adjusted to meet demand. 

Whirlpool: Possibility of some 
production interruptions on freezers, 
dishwashers and vacuum cleaners, 
but these probably won’t “seriously” 
affect the company’s supply of 
finished products. 

The occasionally ominous supply 
situation found in the manufactur- 
ing plants was reflected in inter- 
views by EM Week correspondents 
with distributors and dealers across 
the country. 

Dealers in areas where steel work- 
ers make up a significant part of 
the market were particularly hurt 
by the strike. Thanks to 116 strike- 
idle days, plus a couple of weeks of 
waiting for their first paycheck, 
steel workers were obviously short 
of cash. 

Birmingham, Ala., dealers were 
hard hit. There, union leaders were 
passing the word the men would go 
out again in January, so the work- 
ers weren’t buying. In Fairfield, 
Ala., a dealer reported that the com- 
munity had had enough diversifica- 
tion of industry to get through the 
strike without bad effects. In the 
steel-dependent industrial complex 
around Chicago, dealers in East Chi- 
cago, Hammond and Gary were 
damaged, in about that order of se- 
verity. 

The appliance business in Pitts- 
burgh dropped off sharply in Octo- 
ber and dealers saw no pickup last 
week. There were pockets, however, 
where dealers experienced no bad 
effects from the strike. 

What was the inventory picture 
among distributors across the coun- 
try. EM Week correspondents gave 
this picture, by regions: 


In the East. Prices are firming up 
in Philadelphia, prompted, appar- 
ently by a depletion of stocks of 
certain washers, refrigerators and 
water heaters. TV is in fairly good 
shape. One distributor said that low 
end items are disappearing. 

Around Pittsburgh, distributors 
were not complaining about any 
serious shortages of appliances or 
television. Most had stocked heavily 
before the strike. Where there were 
shortages, distributors blamed heavy 
demand, not the strike. Said one: 
“Retail sales did not retreat to the 
level we anticipated.” 

Inventories in Buffalo ranged 
from “non-existent” to “spot short- 
ages” in some price ranges. Of all 
electrical household appliances, 
washers and dryers are in shortest 
supply, distributors said. 


In the Midwest. Around Chicago, 
there was plenty of merchandise 
and some strange price-cutting by 
some manufacturers (G-E and Phil- 
co). Yet dealers were snapping up 


CONTINUED FROM PAGE | 


hot items in anybody’s line, were 
switching in some cases and seemed 
unworried. Inventories were spotty 
in Ohio. Distributors in Des Moines, 
Kansas City, Mo., and Milwaukee 
said they were in good shape. But 
inventories were low in South Bend, 
Omaha and Indianapolis, where one 
distributor saw “a bad December.” 


In the Southeast. Inventories 
weren’t desperately low when the 
injunction was clamped down. The 
major problem of distributors was 
finding the model mix they ordered. 
But distributors didn’t feel stocks 
would return to normal until the 
first of the year. 


In the West. A leading West Coast 
Norge distributor said it will take 
two to three months before he is re- 
stocked to his normal 90-day inven- 
tory. He was 33% below normal for 
the pre-Christmas season. An RCA 
distributor in Salt Lake City said 
he had been carrying a practically 
normal 60-day inventory, but he 
expected a shortage before Christ- 
mas in the proper assortments to 
meet dealers’ needs. 

“Inventories have been low,” said 
a Zenith TV and hi-fi distributor in 
southern California, “not because of 
steel, but because of sales. “There 
might have been some buying in 
anticipation of shortages due to the 
strike.” In Seattle, Wash., a West- 
inghouse distributor was allocating 
all white goods. A Spokane, Wash.., 
distributor said he had been com- 
pletely out of Hamilton washers for 
two weeks. 


In the Southwest. Inventories of dis- 
tributors were down in Dallas, but 
in other cities, distributors had 
stocked up for the expected strike. 
An Oklahoma distributor said, “We 
arranged to allocate to dealers, so 
we haven’t missed any sales to 
date. . .”” From a Little Rock, Ark., 
distributor came the report that his 
refrigerator inventory was down. 
Low end best-sellers may be short 
for Christmas, he said. 

It could have been worse for the 
appliance business throughout the 
nation last week. 

It may get worse as peak Christ- 
mas buying begins. 

And it will be very serious if 
the steel companies are struck again 
in January. 








What started as only a Christmas 
premium is snowballing at Norge. An 
initial 3,000-set order for father and 
baby polar bears was tripled fast. 
Dealers can package them with ap- 
pliances. At least 70 of Norge’s 87 
distributors have ordered the deal, 
a “sleeper.” 





FOR ACCO’S DUAL-PURPOSE 


OUTBOARD MOWER 
PRO-FAX— 


THE TWO-FISTED PLASTIC 


Krom Acco—a new idea, a combination power mower and out- 
board motor. From Hercules—Pro-fax, America’s first commer- 
cially available polypropylene; the plastic that. is equal to the 
challenge of the Nation’s most imaginative designers. They’ve 
combined to make possible one of the hottest merchandising 
items in power mower history. 

Pro-fax is the amazing new plastic that has changed the face 
of many markets overnight. It was a natural choice for the 
engine hood of the brand-new Acco Outboard Mower—the power 
mower that converts to an outboard motor. 

Why Pro-fax? Because there’s never been a material offering 
so many advantages in its cost range. Pro-fax is tough, rigid, 
heat-resistant, stain and chemical resistant, colorful and light- 
weight. That’s why Pro-fax is being used in growing volume in 
products formerly made of metal, wood or glass. For better 
looking, fast-selling, quality merchandise the trend is to Pro-fax, 
as a basic design material. 


HERCULES POWDER COMPANY 


NCORPORATED 


Wilmington 99, Delaware 

















...the sales 




















Just how effective is this story? One measure 
is this: Maytag’s Timed Bleach Injection will 
be widely copied by competition in 1960. But 
Maytag Dealers have had almost a full year’s 
edge. 

For many solid-selling months they’ve 
been telling their customers: “Now you can 
bleach without worry, mess or mistake. To 
get perfect results, just pour the proper 
amount of full-strength bleach into Maytag’s 


INJECTION ) 





story that lets you JQYUS A On ; 


new Automatic Bleach Dispenser. 

“Your bleach is automatically diluted to 
safe strength in the dispenser. It’s automati- 
cally added to the wash water only after 
your detergent has had a chance to do its 
best work. And, because this dispenser waits 
till the time is right, you get whiter washes 
than you ever had before.” 


The Maytag Company, Newton, Iowa 


T.B.1.—another feature with a real function—pioneered by... 


VI AYTAG 
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(TIMED BLEACH 
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Is Korvette’s Emphasis 


Moving to Soft Goods? 


E. J. Korvette Inc., self-styled 
“low mark-up department store” 
chain, reported record sales and 
earnings in the 44 weeks ending 
Aug. 2. 

Sales hit $114,885,670 and earn- 
ings were $1,911,871, equivalent to 
$1.61 a share, according to a report 
distributed last month. The 44-week 
period was used because the com- 
pany has shifted its fiscal year. 
The fiscal year now will end on the 
Sunday nearest July 31, instead of 
on the Sunday nearest Sept. 30. 

Buried in the report are figures 
which will intrigue dealers won- 
dering whether Korvette is moving 
away from hard goods and increas- 
ingly relying on other divisions for 
sales. 

The company reported that the 
apparel and soft goods division, in 
which operations began five years 
ago, produced 34% of total sales 
for the year ending Sept. 27. Sales 
approximated $44,000,000. “In line 
with company planning,” the re- 
port said, “the percentage of sales 
from this division is increasing.” 

Korvette’s food division account- 
ed for about 10% of “current” 
sales. Smallest division is devoted 
to drug sales. No percentages were 
given. 

For the full fiscal year of 52 


weeks ending Sept. 28, 1958, sales. 


were $105,757,123 
were $794,748, 
cents per share. 

Board Chairman George Yelen 
and President William Willensky 
attributed the increase in earnings 
to higher volume and improved 
merchandising techniques and 
tighter cost control. 

Volume was aided by the addi- 
tion of major stores during 1957, 
1858 and 1959, the report to stock- 
holders said. 


and earnings 
equivalent to 68 





Other 3rd Quarter Reports: 


Admiral Corp.—Sales for the nine- 
month period, $145,849,148, an 18% 
increase over the sales of 1958; 
earnings, $2,371,376, or 99 cents a 
share, compared with $947,254 last 
year, or 40 cents a share. 


Schick, Inc.—Sales for the nine- 
month period, $14,597,150, com- 
pared to $13,658,427 in 1958; earn- 
ings, $123,728, compared with 
$88,899 in 1958. Per share earnings 
were 10 cents, compared to 7 cents 
in 1958. 


Westinghouse Electric Corp.—Net 
sales of $494,189,000 for the third 
quarter, 7.3% above the third 
quarter of 1958; earnings, $22,075,- 
000 for the quarter, a new high, and 
16% more than 1958, equivalent to 
$1.25 a share. 


Hoffman Electronics Corp.—Sales 
for the nine months, $34,261,157, 
up 22% from the 1958 period; earn- 
ings for the nine months, $1,565,- 
366, up 25% from 1958, equivalent 
to $1.04 a share. 


Arvin Industries, Inc.—For the nine 
months, sales, $50,603,330, com- 
pared to $35,875,018 in 1958’s first 
nine months; earnings for the third 
quarter were 52 cents a share, more 
than double the 25 cents a share 
earnings for the third quarter of 
1958. 
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how’s business? Here’s the answer for 27 key markets which cover 18% 


of the U.S. buying public. Based on flash reports of dealer 
sales in the areas served by these utilities, the chart provides 
you with an authentic, timely index of retail sales. It’s an 
ELECTRICAL MERCHANDISING WEEK exclusive. 


September 1959 vs September 1958=O00 Nine Months-1959 vs Nine Months 1958 = 00 
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United Illuminating Co. 

N. Y. State Electric & Gas Corp. 
Jersey Central Power & Light Co. 
New Jersey Power & Light Co. 
Philadelphia Electric Assn. 
Pennsylvania Electric Co. 

West Penn Power Co. 


IN THE MIDWEST 
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Dayton Power & Light Co. 
Commonwealth Edison Co. 
Kansas Gas & Electric Co. 
Kansas Power & Light Co. 
Nebraska-Iowa Electric Council 
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Kentucky Utilities Co. 
Chattanooga Electric Power Bd. 
Nashville Electric Service 
Florida Power & Light Co. 
Florida Power Corp. 

Tampa Electric Co. 
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Dallas Power & Light Co. 

Gulf States Utilities Co. 

El Paso Electric Co. 
Southwestern Electric Power Co. 
New Orleans Public Service, Inc. 
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Idaho Power Co. 

Pacific Gas & Electric Co. 
Pacific Power & Light Co. 
Washington Water Power Co. 
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General Electric Co.—Net sales for 
the nine months, $3,142,297,000, an 
increase of 5% over a year ago; 
earnings for the period, $189,512,- 
000, up 17% over 1958, equivalent 
to $2.16 a share. 


Motorola, Inc.—For the nine months, 
sales, $206,012,733, up 50% over 
1958; earnings, $9,485,024, up 195% 
and equivalent to $4.90 a share. 


Lamb Industries—Operating profit 
for the third quarter, $187,521, or 
17 cents a share; for the nine- 
month period, operating profit was 
$376,811.78. The company said 1958 
figures were not comparable. 
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Maytag Co.—Sales for the nine- 
month period, $93,504,478, com- 
pared with $74,520,168 last year; 
earnings, $10,105,527, equivalent to 
$3.07 a share, compared with $5,- 
982,965 in the same period of 1958. 


Siegler Corp.—Sales for the third 
quarter, $21,189,245, compared with 
$19,005,631 in 1958; earnings, $815,- 
616, equal to 50 cents a share, and 
53% above the same period in 1958. 


Hupp Corp.—Sales for the nine 
months, up 26% to $54,852,000; 
earnings, $1,299,000, up 100% and 
equivalent to 30 cents a share of 
common. 


—_— 


Gamble-Skogmo, Inc.—Sales for 
the nine months, $106,469,433, com- 
pared with $86,035,356 in the same 
period of 1958; earnings, $4,561,- 
695, compared with $3,025,501 for 
the 1958 period. 


Thomas Industries, Inc.—Third 
quarter sales, $8,787,469, compared 
with $5,806,837 for same period in 
1958; earnings, $1,183,584, up 54%. 


Zenith Radio Corp.—For the nine- 
month period, earnings, $9,319,921, 
up 42% from the 1958 period; sales, 
for nine months, $175,990,037, a 
new record and an increase of 37% 
over the 1958 period. 
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A Quick Check of BUSINESS TI RENDS TAKING STOCK: A quick look at the 
LATEST 1 PRECEDING YEAR THE YEAR ee in which the stocks of 55 key firms within the industry 
MONTH | MONTH AGO SO FAR xehaved during the past month. This unique summary is an- 
FACTORY SALES 104 166 172 16.8% up other exclusive service for readers of ELECTRICAL MER- 
appliance-radio-TV index (1947-49 — 100) (9 mos. 1959) CHANDISING WEEK. 
RETAIL SALES 17.7 18.1 16.5 8.9% up ae sic dee stat Aas E: 
total ($ billions) (9mos.1959) | Soham DT 7 Peed 1. cs 98 OR ge on a aE Re 
APPLIANCE-RADIO-TV 342 358 299 10.2% up eo er ak a fe eh | en aut f 1} Lae 
STORE SALES (9 mos. 1959) iM fre secs (9s Be eo Toole. Lek red ; oe. 2 aa 
($_ millions) = = x a | wD Sie Hy Be a OE es Bile as cide ee oe 
FURNITURE, HOME 586 594 559 5.9% up ~ ——+ + SS AN EB BE (8 on et OR 
FURNISHING STORE SALES (9mos.1959) | ee ee. et bt meekoe t 2g ae 
($ millions) PP él ee ee ois Brn sad Ge Dot ee eae 
DEPARTMENT STORE SALES | 1142 1183 1055 10.9% up pias: Se 09 Gh cs Se a ; a 
(millions) (9 mos. 1959) Tt | | | ff | | [Weekly average for 55 sto low | 
VARIETY STORE SALES 323 315 309 4.8% up e ‘NOV NOV DEC DEC DEC DEC JAN WAR WPR 
(S$. millions) (9 mos. 1959) u au “8 15 22 29 5 
MAIL ORDER STORE SALES 149 150 129 14.1% up 
(S$. millions) (9 mos. 1959) STOCKS AND DIVIDENDS 1959 CLOSE | CLOSE | NET 
HARDWARE STORE SALES 219 230 215 51 %, up IN DOLLARS HIGH LOW NOV. 9 NOV. 16 CHANGE 
($ millions) (9 mos. 1959) NEW YORK EXCHANGE 
° Admiral 29! 23! + 
corer ACCESSORY 211 215 189 . 34% 2 Ammaricon Motor aii rh : a 2 ' yp a : ‘Y 
($ millions) Black & Decker 1.20 3 ay pet — i — % 
CONSUMER DEBT 354 354 344 2.9% up® Song Werner 2 7 7h | 4 ah | —4 
- ulova . 4 of 
owed to appliance-radio-TY dealers By ll Carrier 1.60 48i/, 35 7 35%, | —1% 
‘3 millions) vf. Chrysler IXD 72% 50% 61% 62% | + i 
FAILURES 32 33 33 17.3% less ty bea Mt ” 7 ag . 
cc ecords ag 
of appliance-radio- TY dealers (10 mos. 1959) Emerson Elec. |.80B 69% 48!/, 59!/, 63/4 + 3% 
HOUSING STARTS 105.1 120.4 115.0 18.3% up —— Radio %TXD 26% 12\/s 15/4 ie “+ Ve, 
° 22 y 17 hae 
(thousands) (10 mos. 1959) eared Dy. 2 ‘elt aif ay, 44% ares i, 
AUTO OUTPUT 507.6 258.2 261.7 545% up General Elec. 2 843, 74 81% 82\/, + I, 
(thousands) (10 mos. 1959) ee eg avn Seve 45 525% walt — 2, 
enera ° ° _ 
rd qtr. upp I 8 5'/, 7%, 6%, — % 
for furniture-household equipment vs. 3rd qtr. 1958) Magnavox 1!/2B 70¥, 48! 66 69% + § 
(millions) Maytag 2 ah 22 41% 42/ ty 
DISPOSABLE INCOME 935.14] 3353+] 32044] 4.6% up® Mol Hencyeell 2A" oo unl amlumele 
annual rate ($ billions (3rd qtr. 1959 Minn. Mining & Mfg. 1.60 152Y, aL 148! 144 ' —3 
vs 3rd ate 1958) Mentgomery: Ward 2 53% olf Mt 2% + - 
: ' ° . onarch |. 19 0 
Consens SAVINGS 9+] MW1+] 26.04 NEST tes Motor What 60 21% is Hr, leh =% 
annual billions otor 14 57 22 2 
vs. 3rd qtr. 1958) et 31% ee 28% 27, | — 1% 
LIVING COSTS 125.2 124.8 123.7 1.2% up oe ” 36% as “i _ = * 
CA, J + 
index (1947-49 — 100) a Sei, Vat Raytheon 3F 73% 43i/, 50 51%e | + 1% 
Rheem .30G 25%, 17%, 23/ 21'%, — I% 
EMPLOYMENT 66,831 66,347 65,306 2.3% up Ronson .60 14% 10'/s 10% 1 + \% 
(thousands) (Oct. 1959 Roper GD 34 19s 20% 19 — 1% 
vs. Oct. 1958) Schick 17% 12 16\/ 16% a 4 
mi J | axe 
UNEMPLOYMENT am | mo | sm | ‘nies | SmR AO, 1800 . 1) Sl Biss 
(thousands) (Oct. 1959 Welbilt .O7E 8l/, 35% 6'/, bl/, + Wp 
vs. Oct. 1958) Westinghouse 2.40 99% 70!/, 97% 97 wn . 
Saais iin ae Whirlpool 1.40 391, 28 32, 31 — Il, 
+figures are for quarters White Sewing 14 7 9% WI, oo 15% 
Sources: NEMA, AHLMA, VCMA, EIA, GAMA Zenith 1.60 136% 87'/, WWiY, 115 + 3% 
AMERICAN EXCHANGE 
: r . Casco Pd. .306 9%, 4 8l/, + 
A Quick Check of INDUS rRY TRENDS Century Ele. WW ri m oh 0 
u on ab. 8 
An up-to-the-minute tabulation of estimated industry ship- Mensa —" ny i uy, ae — 
mertts of 15 key products. New figures this week are | Lamb. Ind. ‘gg 3, ae _ 0 
shown in bold-face type. — WV 4 Ww 3G ai oe y) 
1959 1958 % Singer 2.20 os 591/, 45, 48!/, 48 — 
(Units) (Units) Change U. S. Air Conditioning .05E 7% 4), 3 5 4%, — 
. MIDWEST EXCHANGE 
— ewes. | 396000 | 2atan | tarat | Kteep, Monare = | ad Shek 
DRYERS, CLOTHES, ELECTRIC Sept. 115,151 110,008 | + 4.68 | Webcor = 10% s + 
9 Mos. 609,043 508,691 +-19.73 A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959 plus stock divi 
Gos Sept. 59,409 48,725 | +21.93 | #0eidn ‘ae. eres ot cakd ca ts Gk aie. Sela & auak ie TE, Golmaeial: ane 
9 Mos. 301 383 221,933 +-35.80 value on ex-dividend or ex-distribution date. 
t. 
POGD WASTE BISPOSERS Sep 81,500 | 56,200 | -+45.02 pe rRiGERATORS eA. ARES Sept. 355,700 ,  295,200°| +-20.49 
— —s.. on | te @Mos. | 2,906,900} 2,306,800"} +26. 
FREEZERS , Sept. 101,700 | 121,200 | —16.09 pen — in 
9 Mos. tan ee ed eles ban 
INCINERATORS 7 | Sept. 4,500 5,500 18.18 — ~— , 
9 Mos. 7 WASHERS, Automatic & Semi-Auto. Sept. 301,201 311,848 — 3.4] 
RADIOS, Home Pertble-Clck Sie a he oo be 9.12 : 9Mos. | 2.193072] 1,950552 | +1243 
protection gS +1750 Wringer & Spinner Sept. 92.911} 191,225 | —16.47 
44 Weeks | 8,318,935 | 6,465,425 | 28.67 9 Mos 689.137 | 654186 | + 5.34 
R utomobile . 30-Nov. td ; : : 
Won, 4 tpveductien) Oct. 30-Nov. 6 | 91,372 | 119.244 | 23.38 WaSHERORVER COMBINATIONS Sept. 05461 | 19,806 | -+-2.55 
44 Weeks 4,774,630 | 2,798,862 | +-70.59 9 Mo 140,554 106.145 | +32.42 
TELEVISION (production) | Oct. 30-Mov.6} 140,966] 109,444 | 4-28.80 ; | 
WATER HEATERS, Electric (Storage) Sept. 71,000 74,300* | — 4.44 
44 Weeks 5,335,609 4,177,250 +21.73 . 
RANGES, Electric—Standard Sept 83,300 68,200 2 pes ro, epee SER 
; 9 Mos 707300 | 573,900" | 1.2334 WATER HEATERS, Gos (Storage) Sept. 240,000 | 230,000 | + 4.35 
Built-in Seat 2 73.900 53 600 9087 9 Mos. 2,281,400 2,003,100 +-13.89 
' ept. , 600° | +37. 
9 Mos. 544,600 371,800° | +4647 revised: 
Sources: NEMA, AHLMA, VCMA. EIA. GAMA 























Never argue with a woman. It may be tempting, but it’s neither polite nor profitable. 
When yourre selling clothes dryers, for example, don’t insist on speaking man-talk. Stick 
with the simple, meaningful, memorable ideas that turn shoppers into orders. Explain that 
this dryer is made by the people who invented clothes drying. That it is owned by one 
million women, more than any other dryer brand. That it has exclusive Twin Air-Streams 
— two separate air-streams, for gentleness, for drying speed. Of course, none of this will 
make sense unless it’s a Hamilton you’re selling. But then, selling any dryer but a Hamilton 
doesn’t make much sense anyway. Never argue with a woman (shopper). Sell her the 
Hamilton she wants, then go home and disagree with your wife. 


THIS IS THE GOLDEN YEAR FOR HAMILTON DEALERS 


OMATIC WASHERS + AUTOMATIC CLOTHES DRYERS HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WISCONSIN 
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